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make money. And in the amazing Cleveland area, the making of money goes on 
at a greater pace than almost anywhere else in America. We make it by 
manufacturing things other people want to pay for. Last year, the 3,000 or 
more industrial plants in Cleveland and Cuyahoga County topped all previous 
records by producing over five billion dollars worth of manufactured goods. 
This gave jobs to an average of 228,000 skilled workers who 
took home to their families almost one full billion in wages! 
Clevelanders (1,500,000-strong, and customers all) are earning money at a rate of over 
three billion a year nowadays. This gives them buying power per family that’s 25% 
above the U.S. level—and makes our market No. 4 among all metropolitan 
areas in the country. If you'd like a hearty taste of this money, it 
may be easier than you realize. There’s only one TV station geared 
directly to Cleveland’s thoughts and tastes, and we've 
been extremely industrious ourselves to make it that 
way. WXEL, today, is as much an integral part of 
) Cleveland’s landscape as Euclid Avenue. If 
you want to sell in Cleveland homes, you can 
get there regularly and persuasively with WXEL. , 
Just as lots of other advertisers are doing. Ask the KATZ agency for details. 


WXEL 


Channel 8 Cleveland 




















TV’s greatest sports show 


with Harry Wismer and the week’s 
top sports events on film 


The famous INS-Telenews weekly sports film service. . . 


THIS WEEK IN SPORTS ..in a spectacular new format is 
making a hit from coast to coast. TV stations in over 50 


markets have already joined the bandwagon — and more 
are climbing aboard daily. 


Harry Wismer, noted sports commentator, now narrates this 
action-packed, quarter-hour TV film program and, in addi- 
tion, does a personal “on-the-scene” filmed interview with 
sports celebrities in the news. 


It’s another significant and important programming advance 
by THIS WEEK IN SPORTS which since 1948 has set the pace in the TV field as 
the finest sports film service available anywhere. 


Shipped each Tuesday, it is ready to roll upon receipt with a completely voiced 
and scored review of the week’s major sports events, plus Harry Wismer’s special 
interview. 


THIS WEEK IN SPORTSis sold exclusively to one station in each market for release 
upon receipt. It can also be broken into daily clips for integrated use with live local 
sports telecasts. 


In addition to direct local sales in many cities, THIS WEEK IN SPORTSis currently 
being sponsored by General Tire and Rubber Co. dealers in a daily-increasing list of 
markets from coast to coast. 


Write, wire or telephone now for rates. Our realistic price policy makes it TV’s big- 
gest and best sports “buy”. And now is the time to join the bandwagon when public 
interest in sports is at its height. 


THIS WEEK IN SPORTS is one of the top-rated, prize- 
quality Telenews news film services for television, which 
also include the Telenews Daily and Telenews Weekly. 


INTERNATIONAL NEWS SERVICE 


(EXCLUSIVE DISTRIBUTORS OF TELENEWS NEWS FALM SERVICES) 
Robert H. Reid, TV Sales Manager - 235 E. 45th St., New York 17, N. Y. 








SHARE OF AUDIENCE 


” 269" 


IN 4 SHORT MONTHS 


and still growing! 





That’s the WWLP story 
in a nutshell. 


It’s worth investigating. 


Ask our representatives 
to show you our latest 
Telepulse. 


Or write us direct. 





WWLP 


CHANNEL 61 


SPRINGFIELD, MASS. 
150 kw EFFECTIVE RADIATED POWER 
SPRINGFIELD TELEVISION BROADCASTING CORP. 
61 Chestnut Street * Phone Spfid. 2-4181 
SALES REPRESENTATIVES 


National 
Geo. P. Hollingbery Co. 


Boston 
Kettel-Carter 








444 Madison Avenue, New York 22 


EDITOR: 
I continue to read the articles in 
TELELVISION AGE with much interest. 
GeorceE E. STERLING 
Commissioner 


FCC 


EDITOR: 

We at Kpix have been contributing 
sales information to your “Business 
Barometer” report and we have been 
analysing the results with much in- 
terest. 

Since our station’s issue has a rather 
lengthy routing list and is retained in 
departments longer than usual, I have 
had some difficulty in always having 
these statistics available. Because of 
this I would like to ask if you would 
favor me with a monthly tear sheet 
service of “Barometer.” 

I would appreciate this. At the same 
time I'd like to congratulate your 
magazine in its fine efforts ‘» give tv 
stations a much needed, current sales 
vardstick. 

Guienn W. KELLEY 
Controller 

KPIX 

San Francisco 


EDITOR: 

I am in the process of compiling a 
report that shows the television expen- 
ditures for various appliance manu- 
facturers. 

I would most certainly appreciate 
your sending us anything you may 
have with respect to the tv expendi- 
tures of the major appliance manufac- 
turers in the country. 

D. J. CAMPBELL 
Sunbeam Corp. 
Chicago 


EDITOR: 

Since we are an advertising agency 
that handles several dealer accounts 
in this area, we are very familiar with 
co-op advertising. 

Your article in the June issue, “New 
tv business: co-op advertising,” 
I'd like to recommend as must read- 


is one 


ing. Your objective analysis of this 

complicated advertising method, par- 

ticularly as it relates to television, is 

all the more commendable because of 
its clarity and completeness. 

WILLIAM SNYDER 

Raymond Elliott, Inc. 

Chicago 


EDITOR: 

I read with considerable interest 
your fine article in the June issue, 
“A Job in June,” directed to °54 col- 
lege graduates. I felt it showed a par- 
ticularly intelligent approach in not 
playing down the difficulty involved in 
securing a position in tv. 

I came out of the Michigan State 
College radio-tv department in 1952 
and was immediately called on active 
duty with the Army. Presently I hold 
a position of some responsibility in 
the top echelon of the Army’s Recruit- 
ing Service in Washington. I am di- 
rectly involved in the production, pro- 
motion and distribution of 14 nation- 
wide radio shows and two network tv 
programs. 

I am due to be released from service 
in September and intend to continue 
in television production or promotion. 
While not an “old hand.” I’m not ex- 
ectly a neophyte either. 

So far, dozens of people have said. 
“You have exactly what we’re looking 


” 


for.” But no one has asked “when 
can you start?” 

This is, perhaps, an interesting com- 
mentary on an industry which claims 
to be still rapidly expanding. 

Lt. James W. Hale 


Washington, D. C. 


EDITOR: 

This office has been advised by the 
Florida State Advertising Commission 
that you have a list of all television 
stations in the United States. 

We are preparing a 12% minute 
film on Lake Wales and its four attrac- 
tions and are now in the process of 
contacting stations relative to free 
availability of this film. The film will 
be ready about November 1, 1954. 

We would be grateful to you if you 
could provide us with your station list. 

P. J. Rasor 
Manager 
Chamber of Commerce 


Lake Wales, Fla. 
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only KINT-TV covers ALL FIVE 


- IN ITS “A” CONTOUR 
“eK OVER PUGET SOUND 


Pia or 2 SEATTLE: Now the 17th city in the 
ee United States and is the largest city in 
EVERETT %, 











Washington State. It is located 7 miles 
across Puget Sound to the east and north 
of KTNT-TV's new 316,000 watt trans- 
mitter site. Seattle residents constitute 
approximately one-third of KTNT-TV's 
market population. 
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SEATTLE 
TACOMA: Home city of license of 
KTNT-TV, Tacoma is located 12 miles 
south and east of KTNT-TV's new trons- 
mitter. It is the dominant industrial area 
of Pierce County which is the second 
most populous county in the state. 


BREMERTON: Famous naval base of 
the Pacific Northwest, lies west of Seattle 
across Puget Sound. It is located in 
Kitsap County, the same county in which 
the new KTNT-TV transmitter site is 
located. 


OLYMPIA: Capital of the state, this 
famous early Washington settlement lies 
at the southern end of Puget Sound. Its 
beautiful government buildings are a 
tourist attraction for the thousands who 
visit the Puget Sound country each year. 


EVERETT: The northernmost city of 
‘Middle Puget Sound"’, Everett is one of 
the centers of pulp and paper produc- 


tion in the Pacific Northwest. It has 
steady industrial payrolls for its people. 


KINI-TV 


CHANNEL 11 
NOW 316,000 WATTS 


Antenna Height, 1000 ft. above sea level 


“A" coverage of 2 other 
maximum power TV sta- 
tions compared to “A” 
Contour of KTNT-TV 


CONTACT WEED TELEVISION 


¥ 


EEE te REET 


For the SEATTLE — TACOMA — PUGET SOUND AREA auMom 
3 “A” Contour Population Over 1,200,000 oe 
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What’s Gnu? 


Lots of babies, for one thing! 
Utah has the second highest birth rate 
.. the lowest death rate. 
In fact, the entire Intermountain market 


in the nation . 


has grown nearly 25% in population since 
1940 and is predicted to expand 
another 25% by 1960! 
To sell your merchandise to this ever- 


enlarging group of customers, use 


KSL-TV 


SALT LAKE CITY 


REPRESENTED BY CBS—TV SPOT SALES 


*sources upon request 


Zz > 
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/ One of America’s 
Pioneer Radio and 
Television Stations 







-. iE Sal is » 
A GOOD PLACE 
TO BUY 


Since 


| Ma 1922 







WGAL-: 33rd year 
WGALFM. 7th year 
WGALTV: 6th year 


Lancaster, Penna. 


MR. CHANNEL 8 


YX. 









Clair McCollough, President 


; Represented by 
Steinman Station 


MEEKER 
New York Chicago 


Los Angeles San Francisco 


So - 
ET Os —e/ 
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WSPD - WSPD-TV ~ WIBK + WIBK-TV 2, 20% 
Toledo, Ohio Detroit, Mich. ae ee 
KGBS - KGBS-TV WBRC + WBRC-TV  WWVA 
San Antonio, Texas Birmingham, Ala. Wheeling, W. Va. 
NATIONAL SALES HEADQUARTERS: — * = 
TOM HARKER, V. P., National Sales Director BOB WOOD, Midwest N 1 
118 E. 57th St., New York 22, Eldorado 5-7690 * 230N. Michigan Ave., Chicago ae 
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$3,900 JAGUAR SPORTS CAR 


(HERRON 
(MEW WAP smine | 


Colley | 


COVERS 3 STATES 


Mt. Washington’s more-than-a- 
mile high TV station covers most 
of the three states of Maine, 
New Hampshire, and Vermont. 
On the air in August. 










CBS—ABC 
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By using America’s only “3-state one- 
station TV network” you can save the 
cost of a $3,900 Jaguar sports car in 
fifteen weeks of a half-hour weekly pro- 
gram. 


Mt. Washington TV, Inc. 
WMTW 


Represented nationally by 
HARRINGTON, RIGHTER & PARSONS, Inc. 





WHAT A REACH 


Covers virtually all the families 
local stations do. Reaches thou- 
sands of families they cannot 
reach. Costs 54% less than the 
combina icn of the 3 TV stations 
giving next best coverage. 






Channel 8 
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nothing Works Kaike Wranimanship 


What you’re selling is better than most people have. 

What you need is Wantmanship, the Crosley Group’s 
dynamic new dimension in selling. Typical of the Group, 
WLW.C, Columbus, where stars put your advertising 

on sellevision. Wantmanship explains why the 
Crosley Group makes more sales faster, at less cost, 
than any other medium or combination. 





WLw | Radio 
WLW-A | Allania 
WLW-C | Columbus 
WLW-D | Dayion 
WLW-T | Cincinnati 


the CROSLEY GROUP 
bg 


Exclusive Sales Offices: 
New York, Cincinnati, Dayton, 


Columbus, Atlanta, Chicago, Hollywood 


_©1W54, The CrseyBrodcating Corporation = a <A PPE 














KO L ® = Wrowers 1000 FEET ABovE 





LINCOLN-LAND 


NEBRASKA’S OTHER BIG MARKET! 





The map below shows Lincoln-Land—34 double- 
cream counties of Central and Southeastern 
Nebraska—577,600 people with a buying income 
of $761,124,000 ($473,681,000 of which came 
from farming in 1952, and that’s over one-third 
of Nebraska’s total farm income! ). 

Actually, the KOLN-TV tower is 75 miles from 
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Omaha; Lincoln is 58 miles. With our 1000-foot 
tower and 316,000 watts on Channel 10, effective 
June Ist, KOLN-TV is reaching over 100,000 
families who are unduplicated by any other tele- 
vision station. 


Ask Avery-Knodel all about KOLN-TV, in Amer- 
ica’s EIGHTH farm state! 


CHANNEL 10 
316,000 WATTS 


ABC « ° DUMONT 


Avery-Knodel, Inc. 
Exclusive National Representatives 














Letter from the Publisher 


Art King To Television Age 


We are happy with this issue to announce the appointment 
of Art King as Editor of TELEVISION AGE. 

Art is the top professional in his field. His acquisition by 
TELEVISION AGE signifies the expansion of our editorial staff in 
keeping with the dramatic progress of the tv business itself. 

Art King began his work on the Tulsa Tribune, just out of 

Denison U. in Oklahoma where he 

7 edited the college newspaper, trans- 

ferring from there to the Twin City 
Sentinel in Winston-Salem, North 
Carolina, where he served suc- 
cessively as proofreader, reporter, 
state editor and managing editor. 


When Gordon Gray, later Sec- 
retary of the Army and at present 





Art King president of the University of 

North Carolina, bought out the 

Winston-Salem papers, Art King was named managing editor of 

the Journal, a post he held for seven years. Under his direction 
the paper won the N. W. Ayer award for editorial excellence. 

During the war Art was “drafted” by Byron Price, head of 
the Office of Censorship, to serve as his assistant in the press and 
radio department. , 

After the war Art joined Broadcasting-Telecasting as man- 
aging editor under Robert K. Richards, then executive editor. 
When Richards left to head up the public relations department 
of the NARTB, King took over his duties as top editorial executive 
of the magazine. He held that position for nine years, until his 
resignation to join TELEVISION AGE. 


In Union There Is Strength 


Assurance that there will be one strong, coordinated or- 
ganization promoting television sales is good news for everyone 
connected with the medium. Decision of the NARTB tv committee 
and the independently organized Television Advertising Bureau 
to merge into one group means that all efforts will be united in 
the common purpose of proving the value of television rather 
than dissipating money, time and energy on two competing cam- 
paigns. Subordinating the slightly divergent aims of the two 
groups in the cause of overall benefit to the industry is a wise 
move. 

Our hats are off to the thoughtful leaders who engineered it. 


Cordially, 


Ay ful 





KEDD 


WICHITA KANSAS 
NBC-ABC 


97% OF THE 
WICHITA TV 
AUDIENCE SEE 
TELEVISION AT ITS 
BEST ON KEDD 





K E|D D 


-_ 
CHANNEL 


WICHITA 


KANSAS 


Edward Petry & Co., Inc. 
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HOUSTON 
FEARLESS 


== Co ypora lion 






Houston-Fearless Corporation 
11803 W. Olympic Bivd., Los Angeles 64, Calif. 


Please send information on film processing equipment 
to be used for the following purpose: 


NAME 

FIRM 

ADDRESS. 

ope ll ee 


JULY, 1954 


Television Age 


SHIRT-SLEEVE SUCCESS 


“Coordination” is the key word as Kenyon & Eckhardt 
rolls up $60 million in billings 





MESSAGES FOR AMERICA 
The Advertising Council “sells” everything 
from bonds to safety in the national welfare 


HEADLINES AT HOME 
Stations are putting more into— 
and getting morz out of—news coverage 


THREE YEARS LATER... 


An observer looks at the tv picture and finds 
“nothing has moved so fast . . . nor stood so still” 


TELEVISION UNIVERSE 


Du Mont’s Tele-centre is the East’s 
newest self-contained plant 


TELEVISION AGE’S ROSTER OF NEWS EDITORS 
An authoritative list of these key personnel 








Cover: Anthony Saris 
DEPARTMENTS 


13 Publisher’s Letter Film Sales 


Report to the readers The month’s activity 


Tele-trends 


The shape of the future Set Count 


Market-by-market figures 
Tele-scope 
What's ahead behind the scenes 5 Wall Street Report 


The financial picture 


Newsfront 

The way it happened 

In the Picture 

Portraits of people in the news 


Network Schedule 
The July line-up 


Washington Memo in Camera 
Uhf and towers The lighter side 
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How to make the most memorable impression 
on the human mind is the subject of a now 
classic debate among the advocates of mass 
advertising media. 


It started with the advent of radio and the 
thesis that the living voice p best moved men 













to action because it coulk uy 
human persuasiveness, give t the precise 
emphasis your message required, ‘and make 
every line a headline. 


Since the appearance of television, the de 
seems somewhat academic. We'd like 
participate in it, but nobody wants to 
For we’ve never found anyone who do 
television’s impact... even before it began. 


It was obvious at once that television makes 
the strongest impression. But it was not 80 — 
certain to make it with comparable economy. 


Yet television already wins larger audiences 
than any other mass medium. And it already 
reaches more people per dollar than printed 
media. To deliver the same total circulation 
today, television costs half as much as a 
group of magazines and a quarter as much 


as a group of newspapers. 


And in all television, the network with the 
lowest cost per thousand is CBS Television 
— 20% lower than the second network. 


Advertisers, convinced that the eye and ear 

work best together, seem to have settled the 

debate with some finality. In the first four 

months of 1954, they made a greater investment om® 
in the facilities of CBS Television than in any 


broadcasting network or national magazine. 


TELEVISION 

















WSPD-TV Farm Hour 


Sells a rural market ranking 4th in TV set saturation™ 


The FARM HOUR is an early afternoon program 
geared directly to the WSPD-TV rural audience. 
The show consists of national and state news as 
it affects the farmer; daily market and weather 
reports in our area; interviews, relative to farm- 
ing, featuring specialists in agriculture; and re- 
laxing music. 


Jim Nessle as emcee is a natural. He lives on a 56 
acre farm which gives him first hand experience 
with the problems of his audience. Through 
group meetings with county agriculture agents, 
Jim keeps abreast of information needed by the 
farm population. This enables him to keep a 
well planned, custom-tailored show. 


As local authority, Jim handles hundreds of letters 
from listeners, who request information on almost 
every phase of agriculture. 


Lola Smith, veteran organist with WSPD, sup- 
plies music at intervals throughout the show giv- 
Jim Nessle ing additional pleasure and personality to the 
format. 





*Telenews Productions Survey, April, 1954 


The Farm Hour is a top show with top saturation. 
It can sell your product in the Toledo 


area—a top test market. 





5» TOLEDO, OHIO 





Represented Nationally 
Storer Broadcasting Company by K AT Z 


TOM HARKER, NAT SALES DIR. 118 E S7th STREET, NEW YORK dl 
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| wo ma Tele-trends 


BUSINESS BAROMETER: 








Station revenues, for the most part, are still climbing. That is disclosed by TELEVISION 
AGE's latest survey. This exclusive report was inaugurated seven months ago 
as the first and only one analyzing the industry's economic condition. It 
has proved extremely accurate. 





During the month of April (there is always a time-lag while dollar figures are compiled 
and tabulated) television outlets with a combined gross of $119 million 
a year improved their local and national spot showings, though the network 
take dipped slightly. The survey includes stations in every revenue 
range—from those recording $175,000 or less annually to those chalking 
up more than $5 million. 





Here is the percentage breakdown: local business up 7.5 per cent; national spot, an 
increase of 0.3 per cent; network, down 2.4 per cent. 





The relatively small increase in national spot, as compared to local spot business, is 
} explained by the fact that Easter came late this year. Local merchants adver- 

tise heavily around the principal holidays while national advertising remains 
constant especially during the months of March, April and May. As one repre- 
sentative explained it, national spot business was good for each of those 
months but after March most stations "had it made." 








Another factor that should be noted is that with the advent of daylight saving time in 
many major market areas some national spot adjacencies are thrown back out of 
Class A time into the Class B category. While the significance of this on a na- 
tional basis is small it must be considered. 


There is a seasonal explanation for the modest decline in network revenues. April 
marks the "third" cycle of the usual 13-week contracts. These, as a rule, 
begin in the fall when business hits a peak; the majority are continued 





throughout the winter. In the spring some advertisers drop out of the network 
picture until the following September or October. At the end of March, for 
instance, the Kate Smith program on NBC-TV lost two quarter-hour 

sponsors; Liggett & Myers dropped Spike Jones in April on the same network. 





There is also a seasonal impetus behind the pick-up in local and national spot 
| business. It comes from the great American pastime: baseball. Sponsors move 
in to back both major and minor league games; spots around games are heavy. 
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It is worth noting, once again, that the smaller stations—those grossing up to 


| 


$875,000 a year scored the largest percentage gains. For some time now, the 
"Business Barometer" has recorded the sharpest growth in this revenue range. 
Above that level, the improvement is steady but less dramatic. 





Stations in the smaller revenue brackets, in many cases, have not fully explored their 





revenue possibilities. As they become more firmly established and are able to 
reinforce their sales stories with proof of performance from earlier adver- 
tisers their sales continue to mount. Older, better established stations do 
not have this advantage percentagewise. 


STATE OF THE UNION: 





The upturn in the nation's economy continues. There are still "soft spots" but, by and 





large, the recession of the fall and spring is fast receding itself. 








The key barometer—industrial production—has finally picked up. The Federal Reserve r 
Index at latest report stood at 125, up two points from a low in April. 


Employment has jumped, from 60.5 million to 61.1 million; unemployment has 
dropped, from 3.4 million to 3.3 million. Personal income holds steady around 


the $282 billion mark. 





Other encouraging signs: top-heavy inventories, perhaps the chief cause of the late 





recession, are being steadily whittled down, at an annual rate of $6 billion. 


New orders, especially in consumer goods, are on the increase. 


Important industries are also showing surprising strength. Construction is topping 








last year's record pace of $35.3 billion. Auto sales, long in the doldrums, 
have jumped to an 1l-month high. Steel production is slowly picking up, run- 
ning at around 72 per cent of capacity. 


Retail sales, off to a slow start this year, have made a strong recovery. They will now 














come close to or top last year's excellent record. Sales of television sets, in 
particular, are exceeding expectations. 


The outlook for the second half of 1954: clearing economic weather turning to fair. 





This year, when all the figures are in, should still turn out to be one “ 
of the best business years on record. 
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100,000 WATTS 
ON CHANNEL 6 
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POWER 





COVERAGE vem 
v4 


SHREVEPORT 
LOUISIANA 


| 50 mile radius 75 mile radius {100 mile radius 


—— : + 


POPULATION’ 325,600 775,200 1345 


HOUSEHOLDS* 73,020 223,130 492 07 
SETS 51,626 elem ie 

RETAIL SALES* $243,948, 000 $645 450,000 $1,146,549.C 
CONSUMER SPEND $263,.529,000 $85,196,000 $1,395 


ABLE INCOME’ 


ONE OF THE LOWEST COST-PER-THOUSAND BUYS IN TELEVISION! 


“CONSUMER MARKETS, MAY 1954 POWER COMPANY REPORTS 
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ABC 
DuMont 


KCMC-TV 


CHANNEL 6 texcic 
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out WSAZ-TV’s 116 


world 


Anybody with that much wealth could buy. all kinds of 
things. And, as a matter of fact, it just happens that the 
people who do have it do buy prodigiously. Their golden 
hoard is represented by its equivalent in green U.S. dollars 
—nearly four billion of them—which is the buying 
potential you’ll find concentrated in an 116-county mint 
served by WSAZ-TV. 


The particular brand of alchemy practiced by nearly a 
million busy families who live in WSAZ-TV’s area is 
called industry. Many of America’s largest, best-known 
manufacturers keep our Ohio Valley communities 
humming with productivity. Heavy industrial production 
makes good profits... good profits make bigger payrolls 
...and bigger payrolls make people more buying-minded. 
As an advertiser with something to sell, you can take 

it from there. 


But you can take it faster (and in greater amounts) with 
the unique help of WSAZ-TV. Across this industrial heart 
of the nation...in over 400,000 TV homes...WSAZ-TV 
is the only single medium able to reach so much of 

this golden potential (and with a persuasive power that is 
paying off handsomely for dozens of happy advertisers) . 
If this prosperous prospect intrigues you, the nearest 
Katz office can stake out all the facts. 








Tee 2 VS O N 


Huntington-Charleston, West Virginia 

Channel 3— 100,000 watts ERP 

NBC BASIC NETWORK-affiliated ABC and Du Mont 

Also affiliated with Radio Stations WSAZ, Huntington, and WGKV, Charleston 
Lawrence H. Rogers, Vice President & General Manager, WSAZ, Inc. 
Represented nationally by The Katz Agency 
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Public Issue 

Hazel Bishop, the cosmetics firm that has been 
“made” by television, will soon be made a pub- 
licly-held company. Raymond Spector, the owner, 
has already been issuing half-year earnings re- 
ports. Note a ne Hazel Bishop product will be 
introduced by the end of the year. 


Cigarette Tips 

Au immediate reaction of tobacco companies to 
the latest and most serious medical report: those 
not already in the field will rush to bring out new 
filter-tips. American Tobacco will join the parade 
along with Reynolds (Winston), Philip Morris 
(Parliament) and P. Lorillard (Kent). 


FC&B Adds 

Foote, Cone & Belding is expected to announce 
a new client shortly—a major tv advertiser. The 
acquisition is a significant one for FC&B who have 
lost some major billing in the past few months. 


Packaging Change 

Philip Morris is planning to change the color of 
its package for color tv. Philip Morris lease on the 
snap-open package patent is only for one year. 
You will soon see some spirited bidding among 
competing brands for the rights to this unique 
device. 


All Clear 

Lever Brothers has now cleared 90 out of 92 
stations ordered for the Thursday night hour-long 
dramatic program on NBC-Tv. The extraordinary 
job of clearance was credited to the network and to 
Lever executives. 


Road Block 

Ford Motor Company is having difficulty trying 
to clear station break announcements around its 
“spectacular” on NBC-TV Monday nights, 8:30 to 
9:30. Stations are reluctant to sell announcements 
around a program that appears once a month. 


Daytime Expansion 
Colgate-Palmolive Company is considering ex- 
panding its network daytime tv lineup. 


ABC Rise 

The significant fact behind aBc’s $18,000,000 
recent sales of network time is that the network is 
now some $8,000,000 ahead of its record at this 
same time lest year in fall commitments and time 
sales. 


Cold Facts 

It begins to appear as if cold remedies will have 
a difficult time clearing choice time segments for 
fall starting dates. Because of their seasonal ac- 
tivity. by the time the cold remedies are in a posi- 
tion to act on the availabilities, most of the prefer- 
red time wil! have been taken by firm fifty-two 
week advertisers. As one key timebuyer put it, 
“This fall we have ahead of us our greatest station 
selling job in a long time.” 


Fall Spot 

National spot business for fall not only will be 
the “biggest ever” but is expected to show an 
amazing percentage increase dollar-wise over 
1953. Station reps along Madison Avenue, in- 
variably optimistic about television, are predicting 
that several big advertisers will go into national 
spot in October and November and many already 
using spot will increase their budgets. 


Children First 

Cluett Peabody is considering television to 
promote its new boys’ line of shirts, sweaters and 
sportswear. This will mark the first use of national 
television promoting children’s apparel. 


Eye Dividends 
Wall Street is watching with interest the earn- 


ing activities of Westinghouse and cps. Both com- 
panies are expected to show an increase dividend 
at the half-year mark. In the first quarter, cBs re- 
ported a 22-cent per share gain over the $1 per 
share earned last year in the same period. 
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representing TV STATIONS: 


WNBT 
WNBQ 
KNBH 
KSD-TV 
WNBW 


New York 
Chicago 

Los Angeles 
St. Louis 
Washington 


WNBK 
KPTV 
WAVE-TV 
WRGB 
KONA-TV 





Cleveland 

Portland, Ore. 

Louisville 
Schenectady-Albany-Troy 
Honolulu, Hawaii 





SPOT SALES e—*- 


30 Rockefeller Plaza, New York 20, N. Y. 


Chicago Detroit Cleveland Washington 
San Francisco Los Angeles Charlotte* Atlanta* 


*Bomar Lowrance Associates 


representing RADIO STATIONS: 


WNBC New York wrc Washington 
WMAQ Chicago WTAM Cleveland 

KNBC San Francisco WAVE Louisville 

KSD St. Louis KGU Honolulu, Hawaii 











tlanta* 
ssociates 


7 


Hawaii 








are pleased to announce a reciprocal representation arrangement 
effective September 1, 1954. NBC Spot Sales will represent 

Radio station WLW, Cincinnati, and TV stations WLW-T, Cincinnati, 
WLW-D, Dayton, WLW-C Columbus, WLW-A, Atlanta, on the 
Pacific Coast and in Detroit. The Crosley Group Sales Offices will 
represent all the NBC Spot Sales Radio and Television stations 


in Cincinnati, Dayton and Columbus. 


The Crosley Group Sales Offices will continve to 
represent The Crosley Group Stations in New York, 
i aa aa bi a ig Atlanta : 


eee 


CROSLEY BROADCASTING CORPORATION 


Crosley Square, Cincinnati, Ohio 
New York Chicago Dayton Columbus Atlanta 





THE CROSLEY GROUP 
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WORLD’S TALLEST 
MAN-MADE STRUCTURE! 


KWTV 


OKLAHOMA’S NO. 1 TV STATION! 


NO. 1 IN HEIGHT—1572-foot tower, tallest in the world! 
NO. 1 IN POWER—316,000 watts! 


NO. 1 IN COVERAGE—will bring viewing to Oklahoma 


areas never before served by television! 

The first 35 feet of KWTV's massive tower (at left) swings into place. 
. This section weighs 64,000 pounds. In the other picture workmen 
set the solid steel cap on a cluster of 21 porcelain insulators. The 
insulators are four inches in diameter. 
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NOW is the time to start your (sales) building with KWTV. Ask us 
for the complete story! 


fy. || 
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EDGAR T. BELL, naiies Vice Pres. 
FRED L. VANCE, Sales s Manager 


AFFILIATED MANAGEMENT KOMA CBS ¢ REPRESENTED BY AVERY- KNODEL, “% 
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NEXT STEP? As the hot weather 
closed in on Washington, a still hotter 
issue was “put on ice.” 

The protracted, often dramatic hear- 
ings on the “uhf problem” came to a 
close—too late, in the view of most ob- 
servers, for the introduction of any 
new remedial legislation this session 
or even action on pending measures. 
But there was a strong possibility that 





SEN. CHARLES POTTER 
A difficult problem 


the Senate’s Interstate and Foreign 
Commerce Committee would make 
specific recommendations to the FCC. 
Specific action by that agency, on the 
other hand, appeared many months 
off. 

The hearings before Sen. Charles 
Potter’s subcommittee had extended 
for two weeks, with a “time out” in 
the middle while the industry bigwigs 
attended the NARTB convention in Chi- 
cago. The first session belonged to 
the uhfers (TELEVISION AGE, June, 
1954). The statement of their plight— 
no advertising, no programs; no pro- 
grams, no set conversion; no set con- 
version, no audience; no audience, no 
advertising—had obviously struck a 
responsive note among the Senators. 
Several “cures” suggested verged on 
the drastic (e.g., move all stations into 
the uhf band; clamp a new freeze on 
grants; limit colorcasts to uhf). 

During the second,.week it was the 


turn of the vhfers and network spokes- 
men to present their views. A main 
station argument was voiced by J. 
Leonard Reinsch, wss-tv Atlanta and 
WHIO-TV Dayton: The uhf operators 
had managed to sweat out red-ink pe- 
riods without government assistance; 
why should the uhf outlets receive 
preferential treatment? Hulbert Taft, 
Jr., wrvN Columbus, O., wKRc-TV Cin- 
cinnati, protested against crippling 
“the services it has cost us five years 
and so much sweat and money to 
create and upon which the public has 
come to depend.” Still another point 
was made by uhfman Allen M. 
Woodall, woak-tv Columbus, Ga. His 
uhf station had made the grade despite 
vhf competition, and others had, too. 
No one, added Mr. Woodall, was 
forced to go into the uhf field. 

For the networks, Du Mont had been 
heard the first time around, blaming 
most uhf troubles on lack of web af- 





HULBERT TAFT, JR. 
A sharp protest 


filiation. Frank Stanton, cBs president, 
suggested an immediate study of “de- 
intermixture” with the aim of supply- 
ing at least the top 100 markets with 
four or more non-intermixed channels. 
He figured only 10 to 15 per cent of 
existing sets would have to be con- 
verted and about 100 stations shifted. 

Ernest L. Jahncke, aBc vice presi- 
dent, had several suggestions: carve 


uuerunoe News front 


three uhf channels out of the fm band, 
free unused vhf educational assign- 
ments for commercial use, use direc- 
tional antennae and lower power to 
squeeze more vhfers into key markets. 

NBC spokesmen plumped for a study 
of “de-intermixing,” removal of the 
federal excise tax from all-channel re- 
ceivers (as proposed by Sen. Ed John- 
son, Democrat of Colorado) and 
adoption of the Fcc’s 5-vhf-2uhf mul- 
tiple-ownership plan. 

As the hearings ended, the Senator- 
ial consensus seemed to be that some- 
thing had gone awry in the original 
channel-allocation setup and that some- 
thing must be done to straighten it 
out. Said Senator Potter in a notable 
understatement: “The solution is not 
easy... . I assume it will be highly 
controversial.” 

The prospect: De-intermixture would 
be explored. None of the legislative 
proposals would even get out of com- 
mittee before adjournment. That put 
the entire problem right back where 
it started—in the lap of the Fcc. 


SMOKE SIGNAL. lt was the most 
serious blow of all. The cigarette in- 
dustry, by and large, had managed to 
shake off recurrent “scare” stories and 
charges linking smoking with lung 
cancer. Sales dipped just two per cent 
last year. 

But this was “a blockbuster.” The 





DR. E. CULVER HAMMOND 
A startling survey 
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American Cancer Society reported 
that a _ two-and-a-half year study 
showed that cigarette smokers from 50 
to 70 years of age have a death rate 
as much as 75 per cent higher than 
nonsmokers. The survey covered 187,- 
000 men between the ages of 50 and 
70, found that deaths among smokers 
were mainly attributable to cancer 
and heart attacks. Indications were 
that fatalities from lung cancer were 
at least three times and maybe nine 
times as prevalent among cigarette 
smokers. Dr. E. Cuyler Hammond, 
Yale statistican who directed the 
project, said the information was re- 
leased ahead of schedule because “we 
were thinking of saving lives.” He 
added he had been a three-pack-a-day 
man himself, had quit entirely as soon 
as the preliminary results were in. 

Tobacco stoc':s promptly fell from 
one to three points. Sales of pipes 
boomed. 

Understandably enough, cigarette 
makers had no immediate public reac- 
tion to the report. Agencies indicated 
no plans for “rebuttal” advertising; if 
anything, chances were medical claims 
would be toned down or eliminated 
entirely. But observers were sure of 
one reaction; those not already 
in the field would rush to introduce 
new filter tips, both regular and king- 


sized, 

Few could predict at this time the 
long-range effect on sales. But there 
was this straw in the wind: for the 
fiscal year ending June 30, 1954, sales 
were down 4.25 per cent—the biggest 
d‘p in more than 20 years. 


MERGER. Meantime the NARTB’s tele- 
vision board generated a little heat of 
its own—heat which produced an 
amalgam. Stirred by the organization 
last May of the Television Advertising 
Bureau the board announced plans for 
setting up its own industry-wide sales 
promotion body. (Some NARTB mem- 
bers had taken a dim view of TvaB for 
various reasons. A few had expressed 
fears that its stations-only membership 
policy might generate factionalism in 
the industry.) 

The TVAB meeting at its New Wes- 
ton Hotel headquarters in New York, 
promptly delegated a group of four 
station-operating members to meet 
with the NARTB group. It was obvious 
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CLAIR R. MCCOLLOUGH 
An important merger 


that though one such organization was 
needed, and badly, two was one too 
many. 

It didn’t take long for the rivals to 
join hands. Differences were compro- 
mised temporarily and will be joined 
out permanently as the organization 
is developed. Offspring of the union 
will be autonomous and _ separately 
financed as the Broadcast Advertising 
Bureau has been since its early experi- 
ment as a part of the NARTB. 


An organizing committee, composed 
of members from both groups, will be 
announced within a few days and will 
meet on July 22 to select an acting 
chairman. The group will then draw 
up plans and procedures for the per- 
manent organization and expects to 
present them to members by mid- 
August. 

Conferees agreed that the new or- 
ganization would incorporate the 
groundwork already done by each of 
the groups acting independently. 
Action in merging the two bodies was 
confirmed by telephone poll of the 
representative governing groups. 


Representatives of TVAB and NARTB 
who took part in the merger discus- 
sions were: For NARTB: Clair R. Mc- 
Collough, Chairman of NaRTB Tele- 
vision Board; Kenneth Carter, WAAM- 
Tv Baltimore; Harold W. Fellows, 
President NARTB. For tTvaB: Richard 
A. Moore, kttv Los Angeles; Roger 
W. Clipp, wrm-tv Philadelphia; 
Lawrence H. (Bud) Rogers II, wsaz- 
Tv Huntington. 


COLOR DIARY. Slowly but surely, 
color was becoming a major factor in 
programming. Both cBs_ Television 
and NBC-TV had elaborate color plans 
and would use the summer season to 
introduce them. 

cbs Television plans to inaugurate 
its new $1.5 million color studios in 
upper Manhattan on Aug. 22 with a 
colorcast of the Lincoln-Mercury Deal- 
er Assns.-sponsored Toast of the Town. 
From then on the network would pre- 
sent monthly hour-long plays, Best o/ 
Broadway, sponsored by Westing- 
house. These would include such 
“greats” as Eugene O’Neill’s Ah 
Wilderness, Ferenc Molnar’s The 
Guardsman, Robert Sherwood’s /diot’s 
Delight and in addition to Westing- 
house’s monochrome Studio One. 

Hubbell Robinson, cBs vice presi- 
dent, announced that the network 
would also rotate its regular black- 
and-white shows in color “premieres,” 
running up a total of three hours 
weekly in multichrome which would 
go to 60-70 affiliated stations. cBs 
would probably absorb the cost, fig- 
ured at an average of 10 per cent 
more than bew. 

NBC-TV, meantime, was already pre- 
pared to put on 12-15 hours of color 
a week from New York and affiliates 
in 31 cities could now rebroadcast 
it. By the end of the year, another 33 
should be similarly equipped. 

Joseph Heffernan, NBC vice presi- 
dent, reported that some 7.000 to 10,- 
000 color sets had be2n sold, 5,000 of 
them by rca. It bid fair to be a color- 
ful summer and a varied hued fall. 





HUBBELL ROBINSON 
A colorful schedule 
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ONE MAN’S OPEN MIND 
is somebody else’s hole-in-the-head 
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S gad to keep the readers of Television 
Age aware of the way the wind blows 
in certain quarters, here are a pair. of 
consumer magazine clippings: 


* ... how to teach a crow to talk? Put it 
in a dark room. Turn on a radio. After a 
few weeks the crow gets lonesome and 
starts talking.” The editor commented, 
“Who wants a crow that talks like a 
radio?” 

Item 2: “One warm spring evening re- 
cently a pair of Indian braves, in town to 
celebrate, checked into a hotel, opened the 
windows, and turned on the room’s tv set. 
It so happened that the Stockyards were 
particularly fragrant that evening. ‘Ugh’ 
remarked one of the men, ‘television 
smell terrible’ .” 

We bore that with equanimity; what 
got us was the comment which followed: 
“Isn't that absurd? Indians never say 
ugh.” 








Apparently everyone doesn’t share our 
enthusiasm for radio and tv in general 
and KGNC in particular. Anent the latter, 
with innate immodesty we call your at- 
tention to a Fact: Amarillo is again No. | 
for the nation in retail sales per family. 
If this suggests that we’re worth an in- 
vestment, it’s no coincidence. 


AM-TV 
Amarillo 








NBC and DuMONT AFFILIATE 


AM: 10,000 watts, 710 ke. TV: Channel 4. Represented nationally by the Katz Agency 
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For the best 
exposure 

in the nation’s 
number one 
market, get on 
the number one 


station: 
WCBS-TV 
New York 
CHANNEL 2 


CBS Owned... 
Represented by 
CBS Television Spot Sales 










METROPOLITAN 
HOUSTON 


1,000,000 


POPULATION 
JULY 3, 1954* 


HOUSTON 





W GALVESTON 


PLUS 
760,000 MORE 


KGUL-TV GIVES GREATER COVERAGE IN 
THE GREAT GULF COAST MARKET. 


*Someone will enter Houston on July 3rd to 
become the millionth resident. It’s with pride 
that we mark this day, for these million people 
make up a major part of the 1,760,000 persons 
living in KGUL-TV’s coverage area. The rich 
Gulf Coast market is not just Houston but the 
entire area... best covered... most econom- 
ically by KGUL-TV, the CBS basic affiliate for 
the Gulf Coast. 


Seo remember the million — Plus! 





LOOK AT THE FACTS 



































Cumulative Totals Population Food Sales Auto Sales Drug Sales 

Greater Houston 1,000,000 282,642,000 263,296,000 35,947,000 

KGUL-TV Primary 1,310,200 363,764,000 340,465,000 46,363,000 

KGUL-TV Secondary 1,760,100 474,640,000 442,737,000 59,641,000 
Source: Sales Management 1954 and Houston Chamber of C ce 
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. KGUL'TV 


The Southwestern TV Station with the Most 
XS ‘ Consistent Growth 
<n a Represented Nationally by CBS Television Spot Sales 
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Shirt- sleeve 


here is a sheepish car salesman on the Paci- 

fic Coast who has learned that it pays to 
watch television. His first three days on the job, 
anv number of prospective customers came in 
and told him, “Ed sent me.” Finally, he ap- 
proached his boss, one of San Francisco’s Lin- 
coln-Mercury dealers. ““Who’s your pal Ed who’s 
bird-dogging for us?” he asked. 

Though they’d never met, the dealer con- 
sidered Ed Su!livan, emcee of Toast of the Town, 
his pal. Lincoln-Mercury salesmen from coast 
to coast credit Sullivan with making friends for 
them and upping sales. Kenyon Eckhart, Lin- 
coln-Mercury’s agency, feels that the program’s 
host is the best possible illustration of one of its 
own ty-commercial tenets—a dominant person- 
ality who can hold an audience and at the same 
time sell a product. 

K&E chiefs are principally concerned with tv 
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“Coordination ” 

is the key word as 
Kenyon & Eckhart 
rolls up $60 million 
in billings 


ie success Zea 


commercials. They believe the creative reputa- 
tion’of the future will be made in commercials; 
they hope K&eE will make it. 

The agency is shifting more and more toward 
tv. One of its self-applied epithets is “a televi- 
sion agency.” (RCA, interestingly, has chosen it 
for all the corporation’s broadcast advertising. ) 
Six years ago (in television’s infancy), K&E 
billed $26 million, 25 per cent of it from the 
broadcast media.- Last year it took in $42 mil- 
lion, 31 per cent from tv-radio. And this year, 
with the addition of RCA (an estimated $4 mil- 
lio account), National Biscuit Co. (cereals and 
dog food), and the Equitable Life Assurance 
Society of the vu.s., billings may well hit $60 
million, some 35 per cent of it from tv-radio. 

William B. Lewis, president since 1951, 
claims one and only one objective for the 
agency: “To be the best in the business.” To 
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Lewis, thet would naturally mean the 
tv business; he came up through the 
broadcast side of advertising. 

First an apprentice at J. Walter 
Thompson, Lewis later wrote copy for 
the Joseph Richards Co., was copy 
chief at Badger, Browning & Hersey, 
and in 1935 joined Columbia Broad- 
casting System as commercial pro- 
gram director. In six months he was 
program director, and a year after 
that, first vice president in charge of 
programs. For two years during the 
war, Lewis coordinated all the gov- 
ernment’s radio activities. He joined 
K&E in 
charge of radio, served briefly as ac- 
count supervisor of Lincoln-Mercury 
and, in October 1951, became presi- 
dent. 

His current objective, as the first 
step in becoming “the best in the busi- 
ness,” is to base the K&E-created com- 
mercial messages on the reactions of 
the people exposed to them rather than 
on the opinions of those who prepare 
and sponsor them. 

Second vice president Edwin Cox, 
who heads the agency’s creative activi- 
ties, adds that tv advertising, specific- 
ally, is under an obligation to respect 
the “people in the living-room chairs.” 
All members of K&e’s creative depart- 
ments are given a periodic run-through 
of what Cox calls the “Three Deadly 
Sins”—Creating ads from the seller’s 
viewpoint, Adlandia (or talking to 
oneself) and The Great Moron Myth 


1944 as vice president in 


(or the average American has a mental 
age of 14). 

As far as K&E is concerned, the 
average American has native intelli- 
gence and good taste, demands good 
entertainment and will accept neither 
condescension nor outlandish claims 
in the 
American 


commercials. The average 


doesn’t want competitive 


bickering on the tv screen either. 
Choice Commercials 


Mr. Cox has three favorites which 
he feels fulfill all his demands—a per- 
sonality to deliver the message, in- 
formation the viewer will appreciate, 
a casual convincing performance: 

e A Lincoln-Mercury commercial, 
aired for the first tme on July 4, 
showed Ed Sullivan learning about 
assembly-line problems at the newly- 
opened Lincoln-Mercury 
Wayne, Mich. 

e A spot for Pepperidge Farm bread 
had Mrs. Margaret Rudkin, head of 
the company, telling in her own words 
how she started her business and how 
she makes the bread. 

e Julia Meade (who does some Lin- 
coln-Mercury commercials, too) plug- 
ged Gorham Silver by explaining that 
Gorham is the only American company 
whose name is mentioned in the Sterl- 
ing Silver section of the Encyclopedia 
Brittanica. 


plant in 


The entertainment frame for the 
commercial is the particular province 


of tv-radio head Wickcliffe W. Crider. 





. . » Gorham Silver makes the Encyclopedia Brittanica . . . 


a graduate of J. Walter Thompson and 
BBD&O. He and his staff of 22 are re 
sponsible for recommending the type 
of tv campaign (spot announcements 
or shows, or network programs). 
choosing the vehicle and supervising 
production—commercial and drama. 
Crider’s group suggests tv products 
with a mass appeal, products that lend 
themselves to demonstrat’on, com- 
panies with an institutional message 
and companies whose distribution and 
sales are large enough to pay the tv 
freight. 
At the moment almost half of the 
30 K&e clients are in tv, at least up to 
the ankles. The biggest and oldest, of 
course, is the Lincoln-Mercury Dealer 
Associations who have been sponsor- 
ing Toast of the Town with Ed Sulli- 
van (cBs Television, Sunday nights) 
for five years, At first (1948) the show 
cost $450,000 a year, was on 20 sta- 
tions. Today it sets the dealers back 
$12,000 a week, a large percentage of 
their budget, and can be seen over 120 
stations. It will be the first major cBs 
Television show to be colorcast, on 
Aug. 22. (The New York dealers back 
Guy Lombardo on wns; elsewhere in 
the country dealers frequently take 
spots on their local stations, either 
through K&e or on their own.) 
‘ For rca, a 1954 acquisition, K&E has 
taken a 20-minute segment of the 
hour-long Sid Caesar show, to be aired 
three Mondays out of four, beginning 
Sept. 27, between 8 and 9 p.m. The 














fourth Monday rca will back half of 
Leland Hayward’s color Spectacular; 
Ford Motor Co., for whom K&e han- 
dles institutional advertising, will take 
the other half. 

Richard Hudnut, a newcomer to net- 
work tv though it has been using 
spot for three years, will share the Hit 
Parade (NnBC-Tv) with Lucky Strike. 
(Crosley, which had been the alternate- 
week sponsor, dropped the show.) 
However, American Tobacco and Hud- 
nut will not alternate; they have div- 
vied up the programs so that each 
follows Hayward’s monthly Saturday 
Spectaculars an equal number of times. 


Sports and Suspense 


For National Brewing the agency 
has bought both the Washington Sena- 
tors’ and the Baltimore Orioles’ league 
games. National Brewing also spon- 
sors | Led Three Lives, Boston Blackie, 
Mr. District Attorney, The Unexpected 
and Racket Squad in various markets. 
It backs live wrestling once a week in 
Baltimore, the Eastern Open Golf 
Championship (last May), July 3 and 
4 events at Baltimore Raceway, as well 
as countless sportscasts. In the fall, it 
may add professional football to its 
schedule. 

National Brewing has been a firm 
believer in tv since the medium began 
and today spends well over $1 million, 
or 75 per cent of its ad budget, on 
video. Now it is eagerly awaiting color 
and has an order in for the first color- 


. . and Ed Sullivan visits a Lincoln-Mercury assembly line 


cast it can deliver in Baltimore. 

Gorham Silver, a newcomer, spon- 
sors a re-run of Screen Gem’s Ford 
Theatre, retitled Gorham Theatre. The 
Welch Grape Juice Co. spends nearly 
90 per cent of its ad budget in ty, 
principally on Howdy Doody. Ameri- 
can Maize, maker of Amazo desserts, 
has live participations in children’s 
shows across the country but is think- 
ing of replacing them with a film show 
made to its specifications. Pepperidge 
Farm uses spots as does the Chase Na- 
tional Bank. Chase also backs the 6 
p.m. news on wcBs-Tv New York and 
occasional station breaks. 

By Jan. 1, 1955, K&e expects a few 
more spot clients to have moved up to 
network tv and a couple of non-users 
to be dipping their toes in spot. (The 
agency usually starts clients, especially 
the smaller-budgeted ones, on spot. 
Dollar for dollar, it feels the client 
gets a lot of impact for the price; if 
it wanted a show, all it could afford 
would be a small, relatively mean- 
ingless one.) 

K&E has found that it does better 
financially buying outside packages. 
(Sometimes it has to acquire a cer- 
tain time period.) An outside package, 
though, requires a more capable and 
experienced liaison man on the show. 
As a result, the agency has built up a 
staff of advertising experts with pro- 
ducing experience who can tackle any 
phase of production. 


(Continued on page 62) 
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The Advertising Council 








| s the threat of a business decline 
or depression still on the horizon, or 
does the recent upturn mean the eco- 
nomic clouds are passing? Advertisers 
and their agencies have never doubted 
the country’s economic future, but they 
are taking no chances. They are out 
to instill this confidence in the minds 
of 160 million Americans. “This na- 
tion has within its reach,” they say, 
“almost limitless prosperity; condi- 
tions can be as good as the people 
want to make them.” 

That is the theme underlying the 
Advertising Council’s latest campaign 
“in the public interest’—The Future 
of America—now getting full steam 
underway. Radio announcements and 
newspaper ads have already been util- 
ized; 20-second and one-minute ani- 
mated television films (made by: uPA) 
will soon be ready for distribution. A 
15-minute black-and-white sound film 
(MPO Productions) has been prepared 
for theatre and tv use. Booklets bear- 
ing the campaign title are being offer- 
ed in all types of media, and some 
35,000 have already been asked for. 
The entire $250.000 drive is being 
handled by McCann-Erickson, and it 


Messages 
for America 


“sells” everything 
from bonds to safety 


in the national welfare 


may well be the largest and most im- 
portant the Council has ever backed. 

The message the Advertising Council 
is delivering is simple and dynamic. 
To quote from the initial announce- 
ment: “The facts about America today 
are the best grounds for confidence in 
America’s tomorrow.” And what are 
these facts? They are neither new nor 
startling, but have perhaps never been 
presented before in one meaningful 
“package.” The vu. s. population con- 
tinues its remarkable growth; personal 
ircome is steadily higher; food con- 
sumption rises sharply; more people 
are in high schools and colleges; mar- 
riages are up and families larger; more 
cars are on the roads as paid vacations 
become commonplace. 


Bright Outlook 


These current facts, points out the 
Council, dictate the needs of tomor- 
row. More and better schools will be 
required, more hospitals, modernized 
and safer highways, tools and toys for 
leisure hours, replacement machinery 
in manufacturing and food-processing. 
The conclusion: “There is an oppor- 
tunity to supply more than $500 billion 









worth of goods and services . . . a vast 
potential for work, production and in- 
vestment.” There is, consequently, no 
justification for depression or dis- 
couragement—economic or psycho- 
logical. 

The Future of America campaign 
differs somewhat from the usual Ad- 
vertising Council project. This time 
the group itself is the sponsor, under- 
writing the cost. Ordinarily, drives are 
put on by an interested organization 
with the Council simply 
middleman. It introduces the sponsor 


acting as 


to a volunteer ad agency, supplies a 
coordinator (the advertising manager 
of a major manufacturer, as a rule) 
and then bows out. The sponsor foots 
the bill for materials, printing, mail- 
ing and the like. The agency’s creative 
services, the space and time are his at 
no charge. The result is coverage 
worth on the average 100 times the 
modest investment. 

A typical drive (the Better Schools 
campaign, for instance) costs between 
$30 000 and $40,000. For that the 
sponsoring organization receives news- 
paper mats, tv kits (20-second and one- 
minute films, a balop. fp card and 














\ slide), car cards and 24-sheets if the 


message can be compressed into a 


small space. The television and radio 
time plus the print space donated are 
worth, conservatively, anywhere up to 
$3-$4 million. 


A Matter of Media 


There are variations, of course. If 
the campaign is heavy on print media, 
the difference between investment and 
coverage received will be smaller. 
Television time costs less in materials 
supplied when the star of a program 
delivers the message “live.” For the 
Religion in American Life drive, run- 
ts ning for the past four years, Jam 
Handy, Detroit film maker, has ab- 
sorbed the production cost of the films. 
The sponsor—24 national religious 
groups of three major faiths—pays 
only for prints. The usual tv kit costs 
between $4,000 and $6,000. As the 


number of stations used increases, the 


” 


overall costs go up; at the same time, 
unit costs go down. 

The Advertising Council has been 
backing and helping campaigns in the 
public interest since early 1942. Ori- 
ginally thought up by the Association 








of National Advertisers, American As- 
sociation of Advertising Agencies and 
various media groups in late 1941, the 
avowed purpose of the organization 
was to combat the antagonism that 
had developed during the depression 
and New Deal years toward advertis- 
ing and the Big Business it so often 
spoke for. But 
could get its program underway, the 


before the Council 


war broke out and its services were 
commandeered by the government to 
put over such emergency drives as the 
sale of war bonds, fat and paper sal- 
vage, student nurse recruiting, blood 
donor and civil defense. 

After the war, the now-seasoned and 
experienced Council continued to abet 
campaigns of benefit to the national 
welfare. 

To qualify for Council support, a 
campaign must be neither partisan nor 
political, neither local nor regional in 
interest, not restricted to a minority or 
specialized group. It must have as its 
purpose education, information, sup- 
port for some aspect of national life, 
and it must offer a message which can 
better be presented through advertis- 
ing than any other method. 





In addition to major campaigns, the 


Council “approves” many minor 
drives. In these cases the sponsoring 
organization prepares its own ma- 
terials and makes its own media con- 


March of 


Dimes, File Income Tax Returns Early. 


tacts, Among them: The 


Employ the Physically Handicapped, 
The United Negro College Fund, Na- 
Mail Early 


for Christmas, Letters from 


tional Guard Recruiting, 
America 
Week, Careers in the Engineering Pro- 


fession, Sight-Saving Month. 
Books, Schools, Safety 


Major campaigns on a continuing 
Savings Bonds 
Protection, The 


hasis include U. S. 
cARE, Home Fire 
Ground Observer Corps (all are year- 
round), The Red Cross (March), Re- 
ligion in American Life (November), 
Better Schools 


year), Forest Fire Prevention (April 


(during the school 
through October) and Safety (before 
major holiday weekends). 

The Ground Observer Corps cam- 
paign, launched in 1952 by the U. S. 
Air Force and Federal Civil Defense 
recruitment 


Administration, boosted 


(Continued on page 56) 














Stations are putting 
more into—and 
getting more out of— 
television coverage 


of the news 


Headlines 
at home 
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“We claim for ourselves . . . the great 
historical and constitutional rights and 
privileges which have been maintained 
by the press of this country . . . Yet 
the question remains whether we en- 
joy in the public mind the status which 
is a natural corollary of our rights 
and privileges. I respectfully submit 
that we do not and that we will not 
until we have shown through clear per- 
formance that we have faced up to our 
opportunities and to our responsibili- 
ties . . . First . . . the operation of 
news and public affairs . . . should be 
given great emphasis and attention by 
top management . . . Second . . . build 
a strong news organization, not in 
numbers .. . but in quality .. .” 
William S. Paley, chairman of 
the board, cps, addressing the 


NARTB convention in Chicago, 
May 25, 1954 


Telecasters across the country listen- 
ed to Bill Paley and went back to 
their stations to take an accounting. 
How about their performance? Their 
opportunities? Their responsibilities? 


News—local, national and internation- 
al—was never livelier, never meatier. 
Were audiences getting it in satisfying 
quantities? Was the pictorial presen- 
tation as good as it could be? Where 
did one draw the line between drama 
and gore? 

A TELEVISION AGE survey of 377 tv 
stations showed that a large percent- 
age of station managers had plans 
afoot for enlargement, expansion and 
elaboration of their news coverage. 
They looked forward to adding per- 
sonnel, mobile units, laboratories to 
do their own film processing; many 
expected to increase the geographical 
area covered. 

Some were justifiably proud of the 
job done so far: 

e wtri-Tv Albany - Schenectady - 
Troy, a uhfer, has a short wave radio 
for police, ambulance and fire calls in 
its lab, credits any newspaper supply- 
ing a lead, and claims to have scooped 
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the nation with interviews with Robert 
R. Young and William White during 
the New York Central stockholders’ 
meeting. 

e wky-Tv Oklahoma City reporters 
sometimes emulate Hildy Johnson of 
Front Page fame in their chase after 
news. They like to talk about an epi- 
sode that happened last May: A six- 
year old boy was shot in the head while 
playing “Dragnet.” The scene of the 
accident was 79 miles from the station 
so the WKY-TV reporter on the spot 
filmed the boy being loaded into an 
ambulance manned by two nuns from 
St. Anthony’s hospital in Oklahoma 
City. Then he unloaded the camera 
and gave the film to the nuns to rush 
to the city along with the invalid. 
Another WKY-TV newsman was wait- 
ing at the hospital when the ambulance 
arrived to pick up the film. 

(One station, a credit to Diogenes, 
confessed that it had come a complete 
cropper in the news field. Kvos-Tv 
Bellingham’s manager felt that news 
based on availability of good pictures 
rather than the importance of the topic 
was wrong, that stills and slides back- 
ed by talk were static—but he couldn’t 
think of any other approach. He 
hoped this survey would chart a nego- 
tiable news path for him to follow.) 

Logistics 

Suppliers of news materiel—the 
press services with their radio and 
news wires, wire photos, facsimile and 
news reels—felt, too, that with such a 
wealth of words and pictures, the sta- 
tions should be doing more and doing 
it better than they were. 

Nevertheless, though they haven't 
reached their objectives yet, local sta- 
tions are putting more and more time 
and effort into newscasting—and reap- 
ing rich rewards in audience and ad- 
vertising. Ratings are high and adver- 
tisers snap up the programs. (WLBT 
Jackson, Miss., reports that weather 
forecasts sell fastest.) Most say their 
locally-originated news shows earn the 
highest ratings of all local shows. Well 
over half are sponsored either in seg- 
ments or across-the-board by a wide 
variety of local merchants and services, 
nationally-distributed foods, automo- 
bile dealers, cigarette and beer makers. 

The stations’ tools of production are 
similar in quality though they vary in 
quantity. They use: Polaroid, Speed 


Graphic, 35 and 16 mm. still cameras; 
Bell & Howell motion picture equip- 
ment, some silent, some sound-on-film; 
portable tape recorders and “beep” 
equipment. For quick development 
they favor Houston Fearless and 
L’Aiglonne film processors and Bridge- 
amatic hi-speed developers. Many 
have mobile units for on-the-spot 
coverage. Many have their own dark 
rooms and processing labs for still pic- 
tures though they send their motion 
picture film to local or nearby com- 
mercial labs. 

Those with newspaper affiliations 
(roughly one-third of the tv outlets) 
rely heavily on the papers for news 
and pictures; those “on their own” 
frequently expand their coverage 
through the use of state- or region- 
wide stringers and correspendents and 
free-lance photographers. In addition, 
a large proportion use wire services’ 
facsimile, wire photos and newsreels. 

In terms of time devoted to the 
news, the most popular daily allotment 
for locally-originated shows seems to 
be 45 minutes, though there is one 
station with as little as a one-minute- 
ten-second telecast, another with a 
schedule adding up to one hour and 
50 minutes. In addition, most stations 
carry at least one network newscast 
such as Camel News Caravan on NBC- 


Behind the tv news: Films are cut and spliced 




















































tv, Doug Edwards and the News on 
cBs-Television or John Daly, on aBc- 
Tv. Many include nBc-tv’s Today and 
cBs Television’s The Morning Show in 
their overall count. Straight news far 
outweighs analysis and commentary 
though many stations present one or 
more weekly programs of the latter. 

That is the story on general per- 
formance. What about specifics? 

e wNBQ Chicago, the NBC J-and-J 
station, has one of the largest news op- 
erations, using primarily still photos 
as illustration. The department consists 
of seven news writers (who also turn 
out radio copy), nine commentators, 
two artists, a still photographer and a 
secretary. It has two reporters “on the 
street,” a local news service which 
supplies local news by teletype 18 
hours a day, mobile units for remote 


(Continued on page 58) 


Stations keep 
a sharp focus 
on the local »—> 


news scene 
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WRECK. wNsQ Chicago covers a train derailment in Maryland FIRE. Fire aboard a sailboat. On wirk-tv West Palm Beach 
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EMERGENCY. 7'0 the rescue with oxygen. On WNBQ Chicago PARADE. Fiesta time in San Luis Obispo. On KvVEC-TV 


News is sometimes grim, sometimes gay . . . human disaster and human| fc 
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MOONSHINE. 4 whiskey still in the hills. On wrec-tv Greenville, S.C. CRASH. Autos collide. On Katy Little Rock and Pine Bluff. 


man) foibles . . . and whatever it is, the tv reporter with his camera records it 
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“Chases” the news 
on 


“NEW ENGLAND 
TODAY” and 
“NEWS AT NOON” 





» » © 


WESTINGHOUSE 


BROADCASTING CO., INC. 


¥VBZ-TV - WBZ-WBZA, 53 
YW - WPTZ (TV), / 
KDKA, 
wowo, 
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JACK CHASE opens WBZ-TYV at 6:50, five 
mornings a week, with 10 minutes of agricul- 
tural information, market prices, weather, and 
news of rural interest. 

He comes back on during NBC’s Dave 
Garroway show “TODAY” at 7:25 ...7:55... 
8:25 .. . 8:55 . . . with five minutes of news, 
traffic information, flight and ship data, school 
information—anything that’s pertinent to the 
area in and near Boston. And he is on again 
with news at noon. 

An ace radio news director, Lieutenant Com- 
mander in the Naval Air Force, free-lance 
writer in air media, public relations man and 
world traveler, Jack Chase has plenty of 
background to make a news show come alive. 
Put it to work for you! For details, rates, 
availabilities—call Herbert Masse at WBZ-TV, 
or your nearest Free & Peters “‘colonel.” 
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An observer looks 


at the tv picture and 
finds “nothing has 
moved so fast... nor 
stood so still” 


Three years later... 


BY LINNEA NELSON 


Linnea Nelson entered the advertising field 
in 1927 as a typist with J. Walter Thompson. 
When she retired in 1951 she was in charge 
of that agency's tv-radio timebuying and re- 
search department. During her long and 
distinguished career Miss Nelson has served 
as vice chairman of the 4a’s radio and tele- 
vision committee and as a member of the 
executive committee of the Association of 
Women Broadcasters. She is at present a 
consultant to the Kudner Agency. 


fter two days back in the broad- 

cast-telecast advertising business, 
all I could say to myself was: Nothing 
has ever moved so fast . . . nor stood 
so still! While this may seem like a 
complete contradiction, let’s review the 
situation. 

The television freeze was still on in 
the spring of 1951 when I thought I 
had turned my back permanently on 
my business activities. There were 
some who were convinced that even 
then, television was killing radio at 
not-too-slow a pace. Much of what I 
was doing involved trying to make 
people realize that radio was not going 
to disappear any more than other 
media did when radio was born and 
growing. 

Television, harnessed by the freeze, 
was bursting at the seams for expan- 
sion. Advertisers were screaming 
about the high costs . . . and yet try- 
ing desperately to buy more time and 
programs and add more stations . . . 
All knew and acknowledged that tele- 
vision was just about the most miracu- 
lous selling medium they had ever put 








their finger upon. 

No one on the selling end of the 
television business had as yet felt the 
need for the tools so necessary in the 
evaluation of advertising media. And 
radio was dying anyway, so why put 
any money into measuring that? Tele- 
vision will sell itself . . . so why spend 
money trying to find out where and 
how many the viewers are? Let some- 
body else do that, if and when the 
time comes. There was very little com- 
petition in individual markets. Station 
operators were gradually beginning to 
make money—it had taken some of 
them longer than they thought it 
would take. 


Giving Percentages 


Research companies, new and old, 
started flooding the market with their 
many methods of arriving at percent- 
ages of viewers to given programs. . . 
and like radio, giving out percentages 
without the base information to which 
they might apply the percentages—the 
total number of homes, or homes in a 
given area equipped with receivers. 
Advertiser x found that percentagewise 
his program was liked better than Ad- 
vertiser z . . . and then he began to 
realize he was not dealing with a new 
toy, but with a medium having figures 
following the dollar sign larger than 
he had ever dealt with before . . . and 


growing larger. And so even the ad- 


vertising agencies that had been prac- 
tically pushed into television by some 
of their clients, were urged to start 
evaluating this new medium on the 
basis of other media and compare ex- 
penditures on a_ cost-per-thousand 
basis. Where to start? Every available 
source was used to determine set own- 
ership (without, of course, doing an 
actual survey at the county level) ; all 
audience figures were used to make an 
effort to get the most dependable. 


Research committees were formed 
to attempt to evaluate all forms of 
broadcast media research, and then 
disbanded. Discussion continued about 
further attempts at an all-industry sur- 
vey for radio, and eventually for tele- 
vision. All during this period, time 
buyers and media researchers were 
being high-pressured by people with- 
in their own organizations and by their 
clients, to develop something to show 
what was being delivered for the 
money and project into the future to 
find out how many dollars would be 
necessary to continue the use of this 
great new medium. 


That’s about where I left off. There 
were then 109 television stations on 
the air in 62 cities. When I said good- 
bye, many people told me I would not 
stay away many months. Some even 
made interesting offers . . . and some 


said that it’s such a fast-growing busi- 


(Continued on page 60) 
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Television Universe 


Du Mont’s huge Tele-centre 


is the East’s newest self-contained 


complete New England _ village. 
The rocky 


cobble-stoned London street of 1854. 


crags of Maine. A 


Scenes like these are every-day oc- 
curances on the Du Mont Television 
Network—and they are emanating live 
from the heart of crowded Manhattan. 
They are being televised, specifically, 
from the brand-new $5 million Du 
Mont Tele-centre. 

Behind this achievement lies three 
years of careful planning, construc- 
tion and design. The result is a virtual 
Television Universe, complete with 
Captain Video's space ship. It has 
facilities for every phase of tv produc- 
tion, from script-writers’ offices where 
ideas are born to film vaults where 
kinescopes of completed shows are 
stored. The Tele-centre is one of the 
largest production plants in existence, 
with room for a major studio. 

The new Du Mont installation has 
the first separate control rooms for 
sight, sound and production directors. 
As a result, engineers do not have to 
watch for three sets of cues, get their 
cwn by intercom or sight. The Tele- 
centre also utilizes Izenour (sounds 
like Eisenhower) lighting controls 
which “memorize” five pre-set lighting 
changes, effect them electronically at 
the flick of a key. 

The facility is currently originating 
more than 160 television programs a 
week. The major ones come from Stu- 
dio Five (see photograph). More than 
three stories high, “Big Five” has 
ceiling space not only for full batteries 
of lights but also for storage of the 
largest sets yet built for tv use. These 
are lifted by pulleys, hang above 
camera range until needed. The 
hanger-sized studio (110’ x 80’ x 40’) 
is accoustically designed. A seamless 
carpet of smooth rubber deadens floor 


44 July 1954, Television Age 


production plant 


noise; walls coated with spun glass, 
muslin, wire mesh and specially-pre- 
pared plaster muffle reverberations. 
An air-conditioning system keeps the 
entire area cool even under the near- 
tropical lighting needed for colorcasts. 

Like the four other studios within 
the Tele-centre, Big Five can _ be 
readily converted for audience par- 
ticipation by setting up tiers of por- 
table, upholstered seats. Room for 299 
persons can be made without affecting 
the production area. 

The other studios also have their 
special features. Studio One (84’ x 50’ 
x 30’) is on the ground floor, has di- 
rect access to an off-street loading 
dock. It is used for shows that require 
bulky and complicated sets and props. 
Studios Two and Three, twin spaces 
(75’ x 40’ x 30’) whose control rooms 
are located back-to-back, are the “work 
horses” designed to criginate a large 
number of programs on a_ regular 
basis. Studio Four has been reserved 
for colorcasts. The same size as Two 
and Three, it is outfitted with complete 
color slide and film equipment, and 
will be used on a regular basis—about 
twice daily—by the first of September. 


Focal Point 


The Tele-cenire’s five studios are on 
different floor levels, but all are clus- 
tered around a major traffic. artery, a 
huge (20’ x 12’ x 12’) freight elevator. 
To facilitate delivery of sets and equip- 
ment, ‘the elevator opens onto the stu- 
dios themselves rather than on to the 
usual corridors. It also has a double 
floor, the top one on rollers so that 
a full load can be wheeled off at once, 
leaving the elevator free for another 
hauling trip. Recently the elevator de- 
livered an automobile from ground 
level to the fifth floor; it could easily 


eccomodate a 20-foot cabin cruiser. 


Many of the Tele-centre’s units have 


‘been installed in banks, for practical 


reasons. The control rooms, for in- 
stance, are in tiers reaching through 
the core of the building. Cable lengths 
have thus been minimized. And _ the 
cables leading to master control are 
ell straight-line. That makes it possible 
to keep picture image and audio at 
maximum quality. (There are some 
378 miles of cable throughout the 
Tele-centre, buried in floor troughs 
with removable tops to make emer- 
gency repairs quick and easy.) 

The Tele-centre has provided for 
special Film, 


opaques and color can be inserted in 


departments. slides, 
live programs without a hitch because 
all projectors are located in a single 
room, can be controlled remotely from 
each of the five studios. Similarly, the 
transcription department has its own 
area, manned by its specialists. There 
are also separate areas for set con- 
struction, prop storage, rehearsals, a 
music library and executive offices. 
Editing facilities—for live programs, 
kinescopes, negatives and news—are 
provided. 

All of this has been constructed and 
installed in a fifty-year-old building 
on East 67th Street. The site was once 
an opera house, later housed bowling 
alleys, restaurants, a swimming pool 
and a bar. Impressive as it already is, 
the Du Mont Tele-centre is not yet 
fully completed (photographers’ dark 
rooms, for example, have to be in- 
stalled). It is even at this stage, how- 
ever, in the words of Mayor Robert 
Wagner, a “significant answer to 
those who would challenge New York’s 
supremacy as the communications cen- 
ter of our nation.” 


Lights, action, camera! 
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LAVISHLY STAGED! 
SPARKLING SCRIPTS! 
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HELLO, 
I'M CORLISS.... 
MILLIONS HAVE 
APPLAUDED ME ON RADIO, 
STAGE, IN en BOOKS 
9 AND MAGAZINES! NOW 
TV's I'M READY TO 
SELL FOR YOU 
On TV! 
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WMAZ-TV, MACON, ADDS 153 NEW TV FAMILIES A DAY* IN MIDDLE GEORGIA! 


eS 


MACON — Middle Georgia’s Retail Trade 
and Wholesale Distribution Center — 
Just Grows and Grows! 


173 manufacturers in 75 classifications 
have plants here. Among them, these 
8 leading manufacturers: 


DURKEE FOODS 
ARMSTRONG CORK CO. 
RALSTON PURINA 
MACON KRAFT CO. 
INLAND CONTAINER CORP. 
STREITMANN BISCUIT CO. 
BORDEN CO. 

BIBB GROCERY CO. 


Only WMAZ-TV adequately serves 
this well-balanced industrial and agri- 
cultural market for you! 






Write for free brochure on 
Macon market 
and WMAZ-TV 
specifications, 
rates, etc. 


CBS, 
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MACON, GEORGIA - CHANNEL 13 


DUMONT & ABC NETWORKS 


NEW CUSTOMER-FAMILIES A DAY! 


* Average daily growth of TV homes in coverage area 


Talk about audience multiplication...this is it! It’s only natural, though, 
when you consider these facts: 


The rich Middle Georgia market surrounding Macon was never successfully 
tapped by TV—before WMAZ-TV. Because Macon is 93 miles from the 
closest city of comparable large size... Atlanta. 


And only 10 of the 47 counties now blanketed by WMAZ-TV received 
“good” service from any other station...after five years of on-air operation. 
Significantly, too, the remaining 37 counties represent 80% of the population 
in WMAZ-TV’s entire market...81% of retail sales! 


In Metropolitan Macon alone, population has almost doubled since 1940. 
There’s been a significant increase in purchasing power, too (income per 
household is well above the state’s average) ... and wide industrial growth has 
strengthened and stabilized the demand for every product sold. 


WMAZ-TV DOMINATES THE MACON AREA AUDIENCE MORNING, NOON & NIGHT! 
Telepulse** proves it! 
Share of Audience 
Sign-on to noon...45% Noon to 6 P.M....68% 6 P.M. to Midnight...57% 


All the top 15 once-a-week shows... 
All the top 10 multi-weekly shows... 
are on WMAZ-TV 


**Telepulse, Macon Area Report, Feb.-Mar. 1954 


ASK YOUR AVERY-KNODEL maN 














T E L EV i S i O N A G i List of Station News Directors 


(The following roster includes names of news directors and/or editors of commercial tele- 
vision stations in the U. S. and possessions. Those marked with * are not reporting.) 


Abilene, Tex. 
KRBC-TV—Dub Bowlus 
Ada, Okla. 
KTEN—George Miller 
Adams, Mass. 
WMGT—Lawrence Vaber 
Akron 

WAKR-TV—Ed McDonald 
Albany, Ga. 
WALB-TV—Don Ferrandou 
Albany-Schenectady-Troy 


WROW-TV—Mare Edwards 
WTRI—Hud Stevens 


Albuquerque 
KGGM-TV—Dick Colman 
KOAT-TV—Dick Lewis 
KOB-TV—George Morrison 
Altoona, Pa. 
WFBG-TV—* 

Amarillo 
KFDA-TV—Bill Johns 
KGNC-TV—Bob Izzard 
Ames, Ia. 
WOI-TV—George Halsey 
Anderson, S. C. 
WAIM-TV—Marshall Gilliard 
Ann Arbor 
WPAG-TV—* 

Asbury Park, N. J. 
WRTV- 

Asheville 
WISE-TV—Paul Mills 
Ashiabula, O. 
WICA-TV—John Strasser 
Atlanta 

WAGA-TV—Ben Gunn 
WLW-A—Bob Hendrickson 
WSB-TV—Don Elliott 
Augusta, Ga. 
WJBF-TV—Thomas J. Henessy 
WRDW-TV—Warren Hites 
Austin, Minn. 
KMMT—Ken Cessna 
Austin, Tex. 


KTBC-TV—Paul Bolton 


Bakersfield 
KBAK-TV—Verne Mack 
KERO-TV—Vince Williams 
Baltimore 

WAAM—tTed Jaffee 


WBAL-TV—Thomas J. White, Jr. 


WMAR-TV—David V. R. Stickle 


Bangor 
WABI-TV—Richard B. Bronson 


Baton Rouge 
WAFB-TV—* 


Bay City, Mich. 
WNEM-TV—Frank G. Benesh 


Beaumont, Tex. 
KBMT—* 


Bethlehem, Pa. 
WLEV-TV—Richard Getz 


Billings, Mont. 
KOOK-TV—Edmund Peiss 


Binghamton 
WNBF-TV—Edward M. Scala 


Birmingham 

WABT—* 

WBRC-TV—Sterling P. Madding 
Bismarck, N. D. 
KFYR-TV—* 

Bloomington, Ill. 
WBLN-TV—* 


Bloomington, Ind. 
WTTV—Ed Keath 


Boise 

KBOI-TV—Dave Johnson 
KIDO-TV Vern Moore 
Boston 

WBZ-TV—F. Whitmarsh 
WNAC-TV—Leland Bickford 
WTAO-TV—* 
Bridgeport 
WICC-TV—Bill Whalen 


Buffalo 

WBEN-TV—* 
WBUF-TV—Frank Fredericks 
Butte 

KOPR-TV—* 
KXLF-TV—Clary Wright 
Cadillac, Mich. 
WWTV—Ward Mayrand 


Cedar Rapids 
KCRI-TV—Dick Yoakam 
WMT-TV—Dick Cheverton 
Chambersburg, Pa. 
WCHA-TV—Sam A. Taylor 


Champaign, Iil. 
WCIA—Fred Sorenson 


Charleston, S. C. 
WCSC-TV—Harry Gianaris 


Charleston, W. Va. 
WKNA-TV—William R. Barrett 


Charlotte 

WAYS-TV—Bob Davis & Conrad 
Phillips 

WBTV—Nelson Benton 

Chattanooga 

WDEF-TV—Mort Lloyd 


Cheyenne 
KFBC-TV—Kirk H. Knox 


Chicago 
WBBM-TV—William G. Garry 
WBKB- Con O'Dea 
WGN-TV—Spencer Allen 
WNBQ—William Ray 
Chico, Calif. 
KHSL-TV—Martin Jacobsen 


Cincinnati 
WCPO-TV—Bob Otto 
WKRC-TV—George Palmer 
WLW-T—Terry Flynn 
Cleveland 
WEWS—Donald L. Perris 
WNBK—Edward R. Wallace 
WXEL—Robert J. Rowley 
Colorado Springs 
KKTV—Howard Arnberg 
KRDO-TV—Bill Gear 
Columbia, Mo. 
KOMU-TV—Phillip E. Berk 


Columbia, S. C. 
WCOSs-TV—* 
WIS-TV—Grenville E. Seibels 
WNOK-TV—* 
Columbus, Ga. 
WDAK-TV—Bill Henry 
WRBL-TV Boyd Hinton 
Columbus, O. 
WBNS-TV—Chet Long 
WLW-C—Dave Nichols 
WTVN—Joe Hill 
Dallas-Fort Worth 
KRLD-TV—Jay Hogan 
WBAP-TV—James A. Byron 
WFAA-TV—Harvey Bogen 
Danville, Ill. 
WDAN-TV—Honore Ronan 
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Danville, Va. 
WBTM-TV—Leon Smith 


Davenport 
WOC-TV—Bob Frank 


Dayton 
WHIO-TV—Don Wayne 
WLW-D—Bill Ditzel 
Decatur, Ill. 
WTVP—Robert Shade 


Denver 

KBTV—Bill Michelsen 
KFEL-TV—Jack Swenson 
KLZ-TV—Sheldon Peterson 
KOA-TV—Ralph Radetsky 
Des Moines 
KGTV—Jim McGovern 
WHO-TV—John D. Shelley 
Detroit 


WJBK-TV—Jacqes LeGoff 
WWJ-TV—James F. Clark 
WXYZ-TV—Richard Femmel 


Duluth-Superior 
KDAL-TV--Bill Krueger & Dick 
Anthony 
WDSM-TV—Bob Ball 
WFTV—Jay Otto 
Easton, Pa. 
WGLV—Tom Grant 
Eau Claire, Wis. 
WEAU-TV—* 
Elkhart, Ind. 
WwsJv—* 
Elmira, N. Y. 
WTVE—Jim Pattison 
El Paso 


KROD-TV—Louis Hendrick 
KTSM-TV—John Phelan 


Erie 


WICU—Bob Lunquist 
WSEE—* 


Eugene, Ore. 
KVAL-TV—* 

Eureka, Calif. 
KIEM-TV—* 
Evansville 
WFIE-TV—Fred Rollison 
Fairmont, W. Va. 
WJPB-TV—Robert Frazier 
Fargo 
WDAY-TV—Glenn W. Flint 
Ft. Dodge, Ia. 
KQTV—Drexel Peterson 


Ft. Lauderdale, Fla. 


WFTL-TV—Robert Le Fevre 
WITV—Bill Bayer 
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Ft. Myers, Fla. 
WINK-TV—Vernon Lundquist 


Ft. Smith, Ark. 
KFSA-TV—Pat Porta 


Ft. Wayne, Ind. 
WKJG-TV—* 


Fresno 


KBID-TV—* 
KJEO—William Anthony 
KMJ-TV—Tom Flynn 


Grand Junction, Colo. 
KFXJ-TV—Greg Chancellor 


Grand Rapids 
WOOD-TV—-Bob Runyon 


Great Falls, Mont. 
KFBB-TV—* 


Green Bay 
WBAY-TV—Clair Stone 


Greensboro 
WFMY-TV—Bob Stroh 


Greenville, N. C. 
WNCT—Eck Wall 


Greenville, S. C. 


WFBC-TV—Norvin C. Duncan, Jr. 


WGVL-TV—Ben Greer 


Harlingen, Tex. 
KGBT-TV—Jarry Fisher 


Harrisburg, Ill. 
WSIL-TV—James Bolen 


Harrisburg, Pa. 
WHP-TV—Joseph Harper 
WTPA—Roy Nassau 
Harrisonburg, Va. 
WSVA-TV—Charles R. McGinley 


Henderson-Evansville 
WEHT—Ralph Smith 


Houston 
KGUL-TV—C. K. Linn 
KPRC-TV—Pat Flaherty 
KNUZ-TV—Bill Crawford 
Huntington 
WSAZ-TV—Nick Basso 


Idaho Falls 
KID-TV—* 


Indianapolis 


WFBM-TV—E. Gilbert Forbes 
WISH-TV—John Fraim 


Jackson, Miss. 


WJTV—Bob Neblett 
WLBT—Dick Sanders 
WSLI-TV—* 


Jacksonville 
WJHP-TV—* 
WMBR-TV—Bill Grove 
Johnson City, Tenn. 
WJHL-TV—Michael Blancard 


Johnstown, Pa. 
WARD-TV—* 
WJAC-TV—Edward Klym 
Kalamazoo 
WKZO-TV—Hugh Harper 


Kansas City 
KCMO-TV—Jim Monroe 
KMBC-TV—* 
WDAF-TV—Randall Jessee 
Kearney, Neb. 
KHOL-TV—Bob Schnuelle 


Kingston, N. Y. 
WKNY-TV—* 


Knoxville 
WATE-TV—Joe Wheeler 
WTSK-TV—Chris Alexander 


Lafayette, Ind. 
WFAM—TV—* 


Lake Charles, La. 
KTAG-TV—Paul Meighan 


Lancaster, Pa. 
WGAL-TV—Frank Whalen 


Lansing 


WILS-TV—John Maters 
WJIM-TV—Howard K. Finch 


Las Vegas 
KLAS-TV—Raymond Spencer 


Lawton, Okla. 
KSWO-TV—William Peak 


Lebanon, Pa. 
WLBR-TV—Hy White 
Lewiston, Me. 
WLAM-TV—F. Parker Hoy 
Lima, O. 
WLOK-TV—Joe Rex 


Lincoln 
KOLN-TV—Byron Krasne 


Little Rock 
KARK-TV—Robert L. Kemp 


Longview, Tex. 
KTVE-TV—Herschel McClure 


Los Angeles 


KABC-TV—Sam Zelman 
KCOP—* 


(Continued on page 55) 














Vice President, Walter Ha olf, Division 


of Wilson Sporting Goods Company, says: 


“To me, the most significant characteristic 
of the Grand Rapids area — is growth. 
That characteristic was evident when we 
established our business here in 1939. 

It is just as evident today in every economic 
direction. WOOD.-TV is the natural 
outcome of this sound, area development... 
and will be a potent factor in its 
continuance.” 




















_~ =) 


OODIand-TV is big territory! 


In growth — Walter Hagen Golf is a typical 
Grand Rapids industry. Production has in- 
creased to approximately half a million clubs 
a year. In golf — it’s unique. Walter Hagen 
equipment is sold only by golf professionals. 
It’s made by golfers, too! But that’s not sur- 
prising in WOODland-TV ...an area famous 
for fine courses. 

In summer, WOODlanders share the fairways 
with millions of tourists — who spend an 


*U.S. Department of Commerce 


estimated $200,000,000* in Western Michi- 
gan annually. Retail sales skyrocket — in 
the primary Grand Rapids area; in Muske- 
gon, Battle Creek, Lansing and Kalamazoo. 
And this rich market is all yours, with 
WOOD.-TV — first station in the country to 
deliver 316,000 watts from a tower 1000’ 
above average terrain. For top coverage of 
Western Michigan — select WOOD-TV — 


Grand Rapids’ only television station! 





WwoopD-TV 


GRAND RAPIDS, MICHIGAN 





GRANDWOOD BROADCASTING COMPANY ¢ NBC, BASIC; ABC, CBS, DUMONT, SUPPLEMENTARY ¢ ASSOCIATED WITH WFBM-AM AND 
TV, INDIANAPOLIS, IND. e WFDF, FLINT, MICH., WEOA, EVANSVILLE, IND. © WOOD-AM, WOOD-TV, REPRESENTED BY KATZ AGENCY 
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July 1954 AM MONDAY-FRIDAY SATURDAY SUNDAY 
E ABC 
3 ‘ 9:00 snasnare css ; DuM , reiey ABC . cBs . DuM NBC ABC CBS 
T he Morn- i T _— 
2 s Club ing Show 7-9 a.m. | 
erevision 915] a | Team Various 
Philco Corp. Various sponsors) 
9:45-10, sponsors) 
9:30 | M4. W_4&4F. 
A e Quaker Oats 
Tu. & Th. 
9:45 | (see foot- 
. note) 
Network Program 
10:00 Garry Moore ! Ding Dong 
M.-Th., 10- " What 
+ 2 School (L) . 
Chart 10:15 10:30 a.m. Th.: Gerber Catholies 
: Fri., 10- - Believe 
° 7 Food Prod. ; 
: vy =>. Fri. : Gen. (S) 
Key: All times shown are Eastern Daylight (L) MS Mills 
(EDT). Date given in lower right-hanc 10:30 A Time 
corner of block is starting date, To Live MIRE 
otherwise indicated. F, Film; «s) , God's 
P, Participating Sponsorship; 8, 10:45 seer "Three Ste; ee —— 
ing; Alt., Alternating; LS, Last Show; Godfrey ae Time «(S) 
Ti To Heaven 
MS* Multiple Sponsorship (see footnote) ime (F-S) 
— ’ 11:00 M.-Th P&G (L) . 
ON, On Now; TBA, To Be Announced. : 10:30-11730 : Space -Patrot Winky 
(L) MS* Ralston- Dink 
FOOTNOTES TH Purina, m. 
. ou 
“Breakfast Club’ (M.-F., 9-10 a.m.); ae TS (s) 
Eff. July 27, Tu. & Th., 9:30-9:45—A. E. (L) : ‘ 
Staley Mfg. Co. tk:30 Strike It- - 

CBS—‘‘Arthur Godfrey Time’’ (M.-Th., Rich MS* Abbott & 
10:30-11:30 a.m.): 10:30-45, M. & W. (Ll) Costello 
Minnesota Mining; Tu. & Th.—Frigidaire @t:45 Colgate Campbell 
10:45-11, M. & W.—Kellogg; Tu. & Th. » Soup 
Toni. 11-11:15, M. & W.—Lever Bros.; Tu ValiantLady 
& Th. —Nabisco. 11:15-30, M. & Th. 12:00 +-{see-footnote) iBride&Groont 
Pillsbury. _ T? Jergens Co. 

“Valiant Lady” (M. & F.,  12-12:12 wg sai he g at seestedinne Big Top 
p.m.): M., W. & F.—General Mills; Tu. 4 12:15 oe Hawkins 1 
Th. Toni Products (L) Falls (L) (L) 

“Garry Moore Show’’ (M.-Th., 10-10:36 —— (see foot- 

a.m.: Fri., 10-11:30 a.m.):10-10:15, Mon 12:30 P&G (1) note) National : ; 

Pacific, alternate with Masland. Tu.— ie Dairy Faith For Contest 
Seeman Bros. Wed.—Simoniz. Th.—Swift = —. _ —. ee 
ning. Fri.—Swift Allsweet. 10:15-30, 12:45 ng Lig eal ‘ ‘aith for uaker Oats 

Comstock. Tu. — Kellogg. Wed. P&G (L) some Today, Inc. (L) 
Foods. Th.—Toni, alternate weeks, Portia Faces (L-S) 

King. Fri.—Norge. 10:30-45, Fri.— 1:00 Life__. ; 
Myers. 10:45-11, Fri. —Converted _Gen. Foods ‘Lone Ranger Answers 
Seeking | Gen. Mills For 
(Continued on page 55 1:15 ee 4 (F) Americans 
PéG (L-S) 
MONDAY 
mtn — eye a oo ia WEDNESDAY THURSDAY 
6:00 DuM ' NBC ABC cBs DuM NBC ABC css 
6:15 : 
6:30 
6:45 
7:00 
. Capt. Video Capt. Vi . ® 
(L) Pp * deo mie * tase 
7:15 at LA | (co-op) ( co-op ) 
John Daly Jett UL ¥ John Daly Marge & John Daly, Marge & | T 
«s) - deft (L) (Ss) Jeff (L) John Daly 
7:30 {co-op) ReaLemoq (co-op) : Real . 
“| ordsmobit | Tony Marti “Men.of| News The W News—j———* toe : 
Flight No, smobil¢ Show Men.Of| , merican The World &f Oldsmobile _ NEWS 
(L) Toni C Tomorrow Mr. Sweene Mr. Sw American 
7:45 7 Ts T ee. Tobacco (1) (S-L) Playland a Mr. Sweenef ‘The Lone| Tobacco (L) 
(s) pan, Camel News —_ (F-S) en | i USA Tv’s Top| ti Ranger | —< . 
cae - Casaven GD [ - her Camel News (F-S) Tunes La Camel New Summer 
8:00 #_K. | oliday Caravan (ID | Caravan (Ip Gen. Mills) Holiday (L) 
Burns & uesdics asp The | (L) Gen. Elec 
Allen (F) 4 
(Roger Goldbergs . e 
ews) = | Price) Gene Autry (L) ee Rnd i eee Meet Mr. 
Derby Goodrich, (S-L) (F) Vitamin snes Godfrey & Joan En MeNutley 
ery | Carnation S-L b age His Friends Gen. Elec. Patrol | Gen. Elec 
8:30 (alt. wks.) Wrigley Cd. America 1st half-hr.|: (F) (F) (F) 
. Ale | o - } | : | (L) Toni Co. 
Voice Of Godfrey's ini Twenty Juvenile Jury 2nd half-hri- Ray Bolges Four Star 
8:45 Firestone Talent Questions Pharmaceu- : Arthur Pillsbury, My Little Show Playhouse 
: Firestone Scouts (S-L) Florida ticals, Inc, Love Story Murray Frigidaire Margie (F Am. Cig. & Singer, 
Tire & Lipton Tea ae Citrus (Geritol) (L-S) A’ssoc. (alt. wks. } Scott Papef Cigar, Kem- Parker Pen 
9:00 |__Rubber Co. & Soup (I) (L) Prods. (L) Co. ae Paint) (alt. an 
; | (alt. wks.) (L) 
sw Danny : + = =e 
Junior I Love RCA-Vict Thomas | Meet Millie ; Rich 
9:15 Press Lucy (F) Donut Da . Show | Carter Prod. Fireside yr What Have 
Conference Philip : : Am. Tob.: (alt. wks.) Theatre Big Picture 7 pen You In 
«s) Morris RCA Vict Dodce Div. ’ (F) (F-S) Colgate- Summer Kraft Hearing Common? 
9:30 A: } (alt. wks.) (L) P&G caaeenre Theatre | With John (Ss) 
' . o Feature” -) | | Saeky Co. — | In The | (L) _Daly (L-S) 3. 
Boxing Masquerade Robe . ow, . Kraft F 
9:45 Party amend es wg et Top Plays a? og ee | Big Town 
(L) Presents}. U* 5: Steel Elec. Auto- Of 1954 e Secret . merase 
From (L) our Lite Helene Wrestling (L) TV Lever Bros. 
10:00 | _Gen. Foods Boxing s.c U. S. Steel (L) Curtis R. J. (L-S) Theatre (F) 
Eastern T ae ao alt—whkty; ——_ —--——— 4 air be Reynolds 
Johnson . an a awd | 
with: Danger | oe —e 
American “ 4 B F BI This Is 
. . The Center lock Drug, Truth Or rom ue Ribbon b Publie 
10:15 Parkway . Tobacco Stage Nash- ‘onse- Bouts The Music Your Life} ,. Defender 
Westinghouse x Cc 4 Kraft Foods 
(L) Summer (co-op) (alt. wks. «s) Kelvinator quences (L) Show (L) Co. (F) 
10:30 ; Theatre (alt. wks.) P. Lorillarfi Pabst Sales (L-S) Hazel Philip 
. — -_ + —— } | | ae Rainbo Co. Bishop Morris 
Neutral (L) The Name’s Mr. & Mra. a : T t +— 
: The Same The Blu North (F a > 5 
10:45 7 ie Face 
. Corner Westing-= ——__- Swanson, Angel Revlon, Stars On Toni Co. 
house Ringniéa Van Camp Congoleunl- (co-op)| “Sports Spat PP . 
Interviews Sea Food Sports Spa arade Carter 
: (L) (Ss) Nairn General 
11:06 : t (co-op) It Genera (L-S) (L) 
+ (alt. wks.) i (alt. wks} Cigar (L) It. wks.) 
Chronoscope — 4 ) | (alt. wks. 
Longines Chronoscope 
(L) Longines 
(L) 
































































ond MONDAY-FRIDAY SATURDAY SUNDAY 
DuM NBC 1:30 ABC ces Dum NBC ABC ces DuM NBC ABC css Dum NBC. 
Welcome | | ] ti 
Travelers Fron of 
1:45 Proctor & Faith 
Gamble (L-8) 
«(L) 
2:00 Tu. & Th.: 
Double or —— + 
Nothing (L) 
2:15 M., W., F.: 
Robert Q. 
. Lewis (L) 
PR 2:30 | —— {see footnote). } | | 
Believe ee | 
(Ss) . ouse 
2:45 Party fhe Dizzy 
MS* Dean Show 
‘ cL) (co-op) 
God's % | . 3:00 One Man's 
— Family 
World The Big (L) Baseball 
«s) 3:15 Payoff mF é 
‘ Colgate (L) Paul Dixon | Golden Game 
(M-W-F) Show Windows 
S-(Tu.-Th.) P&G (L) 
& . 5 : of 
3:30 ¢B) First Love 
Bob Crosby (co-op) (L) the 
3:45 Show Concerning Week 
bee footnote) Miss Marlowe 
5 3 4:00 | P &G (L) Falstaff 
. Brighter Day Welcome Brewing amertean 
4:15 P& G (L) Travelers Forum of 
Secret Storm (L) and the Air 
L Am. Home P&G (L-8) 
_ 4:30 }— §-(Tu.-Th.) co-op 
= On Your Zoo Parade 
4:45 oun — (L) 
. ——— & P&G Quaker Oats 
contest am 
Carnival 5:00 : 1 ' mark 
Quaker Oats Pinky Lee — of 
«(L) 5:15 . —_—s Show q uper Circus Fame 
° Wed. & Fri.: . Man of the (Ll) 
Barker Bill (L) Kellogg Wee Hall Bros., 
4 | 5:30 \Gen. Mills (5-5:30) «s) Inc. 
¢ Howdy 
Wants 5:45 Deody Minute Youth Takes 
| Te Know 4 (L) at, A Stand TBA 
. :30- ‘ 
| «L-S) MB alt. wks.) 
AY 
Bs FRIDAY SATURDAY SUNDAY PM 
= DuM NBC ABC cBs DuM NBC ABC cBSsS DuM NBC ABC ces DuM NBC 
T T T . 6:00 
g Press (L) 
The Revere Cop- 
American Night per, Pes 6:15 
Week Editor American 
é | cs) (Co-Op) (alt.wks.) 
Jane 6:30 
Pickens Meet Your Roy Rogers 
(L-S) What In Congress Show (F) 
2 The World |_Benrus ial 6:45 
«s) Watch Co. (Gen. Foods 
— . | | | (L) 
Capt. Video Capt. Video 7:00 
; (L) ‘ = ~~ -~ — Author College of 
| _<60-Op) — A... ’ ‘or ‘ather Meets The Musical : 
Marge & Marge & = Skippy 5. C Crities Knowledge | 7:15 
John Daly Jeff (L) (L-S) Johnson _S . 
xews— deft (L) ‘s Peanut - (L-8) (8-L) 
AES, | teo-op? | (co-op) Butter = 7:30 
4 Stu J - 
Tobacco (L) Mr. Sweeney Show = Mr. Sweeney The Your Mr. Peepers 
Summer (S-L) Gen. Mills, eo = (SD) tad Dottie Clock TV Recital [Pepsi-Cola pia vtime la 
Holiday (L) Camel News | Frawley Bg SL) | Mack Pi a a Hall Playhouse . Reynctts | 288 
Gen. Elec. Caravan (L) Corp. Camel News (L-S) Elec. (S-L) Pepsi-Cola 4m. Tobacco Metals 
2 (alt. wks.) 4 &M (1) Caravan (L) (L) Co. 
Meet Mr. 8:00 
~ te Ozzie & 
(MeNuties bol the | vou Bet Harriet Pantomime Diictieserten, Bank On 
_ F) * | DuMont | Your Life | Lambert uiz The Duke U.S.A. . . The Stars Colgate 8:15 
(F) ae (F) — Gen. Foods (S-L) (F-S) Stage Show : The Gunemer Z 
ror a |— —— ~ we = Sheaffer (L) Paul mene’ OF Comedy 
bse hove talt. wks.> Pe The Town Hour 8:30 
= : 
pninee®, = ities li Nestle Co., Original | Whiteman Gaante- 
arker Pen . e Greatest Schick, Inc. Lincoln- "almolive 
(alt. wks.) | Hollywood Justice! TBA R. J. Riley (F) Seerte Amateur Show Mercury Co. 8:45 
(L) _ (L) Borden Co. Reynolds Gulf Oil Thrills (P-L) Hour (L) 
_— |Tide Water \F) Corp. (L) (L-S) 
What H ~ on | t ; , Pet Milk be | 9:00 
ed ;. Winchell . 
You In Johns Paul Hart- Playhouse Big Story , ‘ -o ¥; kruen,Carter| G. E ; 
Common? | Hopkins Dragnet man Show Of Stars (F) life Begins (L) Sat. Night Two For Sat R a ‘wiks.) Theatre ne ) 
(8) Selemen _(F) Armour & At Eighty Am. Cig. & Fights The Money Seine _— Television 9:15 
Review Liggett & Ico., Bristol- | Schlitz (L) Cigar Co P. Lorillard Night M. Wright © General {™m Chicl®, | Playhouse 
— — (L-S Myers Myers Brewing Serutan _Simoniz Co. Bayuk Co. Rev Packard ets Le 
_— : ~wks-y— + tat—-wks-}—} Cigars -—_(} + — Dealers “+F) fetents, Eee. eniee + 9:30 
Big Town Ford our i y 7 a “Tire & 3 
Lever Bros. Theatre Who's wd “4 TY Seund- |—_— Jack Paar (9:30-11:05: 4) Man Behind pigincilothes | Rubber, 
: pi ‘The Gen. Foods oe = rues oun Oe Wrestling stg aw ~~ —_ & Aura a 9:45 
Ford Motor Boss? ¥ Campbell Talk ; ene MS* ‘s esa Larus & (alt. wks.) 
— bile —. 4 Co. (F) Soup Co. (L&F-S) T/17-9/4 ‘ 7 Ss) — Bro. reall 
u z —— aa — ea pen T + Chicago T T a= s' 
Defender . 
(F) ~_ Viceroy Star Chance Of ba iar That’s My (co-op) Break The 
Philip Moses Focus Theatre (A Lifetime PPOrtS iim Boy 11:05: Bank The Web DollarA 110-15 
Morris aoa (Ss) Brown & (L) __, (b) Plymouth Dodge Div. P- Lorillard Second : 
- (S-F) Ww — P. Lorillard [Gillette Co. Div. (L) (8-L) 
Place The |—__ ne = 4 Co. i : 4 (L) Sports — 
Face It’s News Greatest Show 10:30 
Toni Co. 7 To Me Fights Two In cmawense What's My 
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Higher Power 


add 12,000 sq, mile 
coverage area 


Higher Tower, 





Tower: UP Now 1019 feet 
Power: UP Now 100,000 watts 
Households: UP 76.1%* 
Farm Households: UP 147.3% 
Tv Homes: UP 59.5% 
Retail Sales: UP 71.8% 
Farm Income: UP 141.1% 
Food Store Sales: UP 74.3% 
Drug Store Sales: UP 20.3% 
Counties Covered: UP 122.2% 


For topnotch national and local 
programming, topnotch facilities, 
topnotch signal and a topnotch market, 
see WFBM-TV. 


* Data, based on Nov. 


WFBM-TV 
Indianapolis « CBS 





Represented Nationally by the Katz Agency 
Affiliated with WEOA, Evansville; WFDF, Flint; WOOD AM & TV, Grand Rapids 
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Directors (Cont'd from page 50) 


KHJ-TV—Les Mawhinney 
KNBH—Roy Neal 
KNXT—Frank La Tourette 
KTLA—Gil Martyn 
KTTV—Roy Maypole 


Louisville 


WAVE-TV—Les Gaddie 
WHAS-TV—Richard Oberlin 


Lubbock 


Memphis 
WHBQ-TV—Gene Roper 
WMCT—Ed White 
Meridian, Miss. 
WCoc-TV—* 
WTOK-TV—George Shannon 
Miami 

WTVJ—Ralph Renick 
Midland, Tex. 
KMID-TV—Bill Richie 





Chart (Continued from page 52) 


11-11:15, Fri.—Borden 11:15-30, Fri.— 
Swift Peanut Butter. 

Mon.-Fri., 2-2:30 p.m.: ‘‘Double or 
Nothing,’’ Tu. & Th.—Campbell Soup. 
Robert Q. Lewis, W., 2:15-30—Best Foods 

“‘Linkletter’s House Party’’ (2:30-3 
P.m.): 2:30-45—M., W. & F., Lever Bros.; 
Tu. & Th., Kellogg. 2:45-3—M.-Th., Pills- 
bury; Fri., Bauer & Black. 


“Bob Crosby Show’’ (M.-F., 3:30-4 


il: P.m.): 3:30-45—Th., 8. O. S. (st. 7/8, alt. 
KCBD.TV_—Dave Clark Milwaukee wks.); Fri., Englander; 3:45-4, Tu. & Th 
KDUB-TV—Jimmie Isaacs WCAN-TV—A. A. Suppan ae 
WOK Y-TV—* “Person to Person” (Fri., 10:30-11 
.m.): A i oil E Cc it); 
Lynchburg WTMJ-TV—Jack Krueger amer's Brewing (Midwest); Nexnema 
WLVA-TV—* Min polis-St. Paul Chemical Co. (alt. wks.). 
KSTP-TV—* NBC—‘‘Today’’ (7-9 a.m. EDT & CDT): 
ae oe a Multiple sponsorship 
Macon WCCO-TV—Charles McCuen ss We 4 
. WMAZ.TV—Ben Chatfield WMIN-TV—Stuart A. Lindman Hawkins Falis’’ (M.-F., 12:15-30 p.m.): 


Alt. Mon., 8. O. 8S. Co.; W. & F., Wesson 
WNEX-TV—Bob Sagasse WTCN-TV—John Ford Oil. 





J Minot. N. D. ‘‘Howdy Doody” (M.-F., 5:30-6 p.m.): 
Madison ° M., 5:30-6—Standard Brands. Tu., 5:30-45 
KCJB-TV—W. H. Johnson —Kellogg. Tu., 5:45-6—Colgate-Palmolive. 
WKOW-TV—Jerry Harper Wed., 5:30-6—Continental Baking. Th., 
: m Y 5:30-45—Kellogg. Th., 5:45-6—Standard 
WMTV—Michael Griffin Mobile Brands. Fri., 5:30-45—Ludens; Alt., Fri., 
W E. = 5:45-6—International Shoe Co. & Welch 

Manchester, N. H. WKABTV_Dick Upton — 
WMUR-TV—Tom Power “Saturday Night Revue’’ (9-10:30 p.m. 
Monroe. La. EDT): 9-9:30—Dow Chemical Co. & 
Ci 1 4 Armour & Co. (alt. wks.); 9:30-10—Griffin 
Mason ity, a. KNOE-TV—Mac Ward Mfg. Co. (10 min.), American Chicle Co 
, * (10 min.), Lemon Prods. Advisory Board 
KGLO-TV— Mont (10 min.); 10-10:30 General Electric (10 

on gomery mins.), Cudahy Packing Co. (10 min.) 


Medford, Ore. 
KBES-TV—* 


WCOV-TV—Bob Underwood 
(Continued on page 64) 











A READY-MADE 
AUDIENCE 
OF MILLIONS 





Few programs come to the TV screen with the ready-made 
audiences provided by Ellery Queen. 

Consider this: In print, Ellery Queen is the outstanding best seller 
of our time . . . one of the all-time best sellers in publishing 
history. Over 30,000,000 copies of Ellery Queen books have been 
sold . . . 12 titles are well over the million-mark in sales. 

In addition, Ellery Queen magazines, comic books, and 
anthologies have also developed sales reaching into the multi-millions 
These book-buyers and readers are the substantial audience core 
which awaits the sponsors of 


THE ADVENTURES OF ELLERY QUEEN iii» manrowe 


This is a new first-run series of half-hour 
programs specially filmed for television. 
It’s a series that will write a brilliant 
new chapter in the success story 
Ellery Queen has established in its 
rich 25-year existence—in print . . . in 
the movies . . . on the radio and in TV. 

This is a show that can’t miss . . . it’s a 
show you don’t want to miss. For full 
details, call, write, or wire. 
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Council (Con’t from page 37) 


from 90,000 (where it had hung for 
two years) to 150,000 within four 
months, 254,000 in six months. Today, 
336,130 of the 500,000-volunteer goal 
established when the Goc was set up 
in July, 1950, has been reached. The 
campaign, handled by Buchanan & Co. 
in 1952, Ruthrauff & Ryan in °53 and 
this year, and coordinated by Hayes 
Dever of Capital Airlines, last year 
used $2.7 million worth of national 
radio, tv, newspapers, magazines and 
posters, cost the Air Force a mere 
$33,750. 


Team Work 


Various 4A members handle the 
different campaigns. Compton was in 
charge of the Red Cross drive for two 
years, N. W. Ayer for two more and 
this year Sullivan, Stauffer, Colwell 
& Bayles has taken it over. Some, such 
as the Savings Bond drive, are so ex- 
tensive that the work is divvied up 
among a number of agencies. (Foote, 
Cone & Belding handles newspapers 
and general magazines for the Savings 
Bonds; J. Walter Thompson, farm ads; 
Compton, radio; McCann-Erickson, 
tv spots; Schwab & Beatty, direct 





PAUL HOFFMAN: Policy 


mail.) Tackling a Council-backed cam- 
paign is considered a feather in an 
agency's cap and many a firm seeks 
cut the assignment. Explains the 
Council: “To have the time and talent 
to take over one of our campaigns, an 
agency has to be bigtime. The small 
fellow just couldn’t manage.” 
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The Council puts out a bi-monthly 
bulletin for tv and radio stations and 
networks, keeping them posted on 
what campaigns are running and 
where materials and fact sheets are 
available. Participating networks and 
stations agree to run Council messages 
at regular intervals and can choose 
from the bulletins which they want, 
over and above the major campaigns. 
Participating advertisers do so also. 
A weekly television show, for instance, 
will give the Council time every six 
weeks, frequently toss in messages 
more often. A five-times-a-week pro- 
gram presents a Council message every 
three weeks. 

The networks often use Council mes- 
sages as filler on a sustaining show to 
illustrate how commercials could be 
fitted in; so do independent stations 
with time to sell. Often the message is 
incorporated in the script or the star 
delivers it personally at the close of 
the performance. Example: Marie Wil- 
son, on My Friend Irma, presents a 
Council message every three weeks; 
Perry Como offers three a week; the 
Philco Theatre closes every show with 
a Council flip card. 

The television allocation plan was 
instituted in 1950 (the first drive to 
use it was a Highway Safety campaign 
just before the Christmas holiday 
season) and participation in it has 
been growing by leaps and bounds. A. 
C. Nielsen, who measures “home im- 
pressions” gratis as his contribution, 
reports that in 1951, the first full year 
of the plan, 899 million homes re- 
ceived Council messages over spon- 
sored network shows; in 1952 that 
figure was up to 1.9 billion; and last 
year, it reached 3.1 billion. The Coun- 
cil has high hopes for 1954. 


Press Coverage 


Newspapers, too, donate space reg- 
ularly. They are supplied with a set of 
ads in varied sizes with a wide choice 
of message-wording. They order mats 
of the ones they want by a return card. 
Under a year-old newspaper co-op 
plan, some 900 papers have agreed to 
run a one-column three-inch box on 
page one (the space usually used for 
circulation or editorial promotion) 
every two weeks or twice a month. Five 
hundred-odd papers run the ads regu- 
larly, another 400 do so sporadically, 





STUART PEABODY: Direction 


and, as a matter of fact, they don’t al- 
ways put them on page one. The Coun- 
cil doesn’t mind so long as the message 
appears some place. 

Magazines, though, run only Sav- 
ings Bonds ads regularly, though some 
individual publications like the New 
Yorker take occasional individual 
campaign plugs. 

An estimated 1,000 house organs, 
most of the business publications and 
over 100,000 car cards give space. 


The Organization 


The Advertising Council is run by 
a 6l-man Board of Directors, chair- 
manned by Stuart Peabody, assistant 
vice president of The Borden Co. 
Other members: Felix W. Coste, 
Coca-Cola vice president; Harold E. 
Fellows, NARTB president; Kerwin H. 
Fulton, Outdoor Advertising, Inc. 
president: Frederic R. Gamble, 4A 
president: Arthur Hall, Aluminum Co. 
of America vice president; George W. 
Healy, editor of the New Orleans 
Times-Picayune; Robert Kintner, ABC 
president; Roy E. Larsen, Time, Inc. 
president; Leo Burnett; Charles G. 
Mortimer Jr., General Foods _presi- 
dent; Thomas F. O'Neil, chairman 
mss; F. Bourne Ruthrauff; Sylvester 
(Pat) Weaver, NBc president; William 
R. Baker, Jr., Benton & Bowles chair- 
man; C. H. Brower, executive vice 
president of BBD&O. 

The board selects campaigns, and 
occasionally—as in the case of The 
Future of America, brainchild of Wil- 
liam C. McKeehan, Jr., J. Walter 


Thompson vice president and chair- 





8) 





nan of the ANA-4A committee—initi- 
ates one of its own. In addition, a 
Public Policy Committee of 20 citi- 
zens representing business, education, 
religion and labor and headed by Paul 
Hoffman, Studebaker chairman, ex- 
amines and votes on every request for 
Council support. 


Help Wanted 

In fiscal °52-°53, for instance, the 
Council received 61 requests for help, 
accepted two (among them the Goc) 
for major campaigns and “approved” 
47 in the Radio-TV Bulletin. (Many 
requests for a drive to save water dur- 
ing the acute water shortage in New 
York were turned down on the ground 
that it was too local a problem.) 

Funds from the Council, whose op- 
erating budget is about $500,000 a 
year, come from the 17 constituent 
and affiliated organizations plus do- 
nations from many business firms.* 
For special projects like The Future of 
America, the Council passes an addi- 
tional hat, It is now appealing to mem- 
bers and expects them in turn to go 
back to their industry associations for 
contributions. 


The Council is proud of its 12-year 
record of billions of messages placed 
in newspapers, magazines, car cards 
and 24-sheets, as well as spoken over 
tv and radio. It points to its booklet 
put out in connection with The Miracle 
oj America campaign two years ago 
which was requested by more than 2 
million people and reprinted in full by 
Look, Scholastic and Opportunity as 
well as countless house organs, as one 
measure of its success. 


Still another measure: a recent re- 
quest from London for the “recipe.” 
Denmark, Mexico, Italy and Germany 
have also expressed interest and a 
Council is underway in France. 


*Constituents are: 4A’s, ANA, Bureau oj 
Advertising of the ANPA, NARTB, Magazine 
Publishers Assn., Outdoor Advertising Assn. 
of America. 

Ajfiliated are: Advertising Federation of 
the West, Advertising Federation of Ameri- 
ca, Agricultural Publishers’ Assn., Associ- 
ated Business Papers, Eaport Advertising 
Assn., International Affiliation of Sales and 
Advertising Clubs, National Assn. of Trans 
portation Advertising, National Editorial! 
Assn., National Industrial Advertisers Assn., 
NRDGA, Newspaper Advertising Executives 
Assn. 








IN DETROIT 


You 
Sell More 


on 


CHANNEL 


NBC Television Network 


DETROIT 
Associate AM-FM Station WWJ 


Owned and Operated by THE DETROIT NEWS 


National Representative 
THE GEORGE P. HOLLINGBERY CO. 
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MULTIPLE - & 
IMPACT 
Here’s audience power with force and volume seldom available 
to TV sponsors: 

A name that’s familiar to everyone an advertiser wants to reach 
—Ellery Queen. A program format with proved commercial 
appeal—mystery. A star whose performance on Broadway (Voice of i 
the Turtle) and Hollywood (Twelve O’Clock High and other great 
pictures) has won him millions of fans—Hugh Marlowe. A producer 3 
whose master showmanship and knowledge of mass taste have given 7 
his pictures a gross of over $100,000,000—Edward Small. : 

These are the elements that can’t .miss building audiences and sales : 
for the sponsors of 

starring 
HUGH MARLOWE 

This is a new first-run series of half-hour 
programs specially filmed for television. 
It’s a series that will write a brilliant 
new chapter in the success story 
Ellery Queen has established in its 
rich 25-year existence—in print . . . in 
the movies . . . on the radio and in TV. 477 Map 

This is a show that can’t miss . . . it’s a 846 WN. came * NEW York > 
show you don’t want to miss. For full GA BLvp., HOLL =. N.Y. 

, : : YWwoop 
® details, call, write, or wire. 38, CALIF. 
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Now! The first book 


written for promction men and 
salesmen in the radio and 
television field... 


“An important contribution to 
the broadcasting media . . . 
I can recommend it highly.” 


—Says NILES TRAMMELL 
NBC's former Chairman of the Board 


SELLING AND PROMOTING 
RADIO AND TELEVISION 


By Jacob A. Evans, Director of 


National Advertising and Promotion, 
National Broadcasting Company 


GUARANTEED 
TO GET 
RESULTS 
FOR YOU 
mM any 
MARKET 
26 full-page 
illustrations 





362 idea-and-sample-packed pages 
WHAT THIS BOOK GIVES YOU 


Practical, immediately usable ideas and infor- 
mation on every facet of selling and promot- 
ing the two media. 

How to get the most effective use out of the 
various research services, market and media 
information and success stories. 

The psychology of selling and promoting to 
both local and national advertisers. 

Up-to-the-minute modern techniques of sell- 
ing and promoting in the whole field. 


For your FREE personal examination copy 
—fill in and mail coupon now ... 





PRINTERS’ INK BOOKS, Dept. TA 
205 E. 42nd St., New York 17, N. Y. 


Send me SELLING AND PROMOTING 
RADIO AND TELEVISION 


C) Payment ($5.95) enclosed [) Bill company 
0 10-day FREE examination copy 0 Bill me 


ES eee a RS 
Company...... 
Oe a . 


Oe eae pe 
(NYC orders add 3% sales tax) 
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Local News (Cont'd from page 39) 
pickups and the use of United Press 
wire photos. WNBQ uses its regular tv 
studios with special news sets for its 
newscasts—one hour and 25 minutes’ 
worth originated locally and all spon- 
sored. 

e A small operation, but equally 
highly-rated, is KATV Little Rock’s two- 
man department which produces 30 
minutes of news and interviews a day. 
Believing that it is impossible to com- 
pete with the networks for national 
and international coverage, KATV con- 
centrates on local news in its 26- 
county area. In addition to Associated 
Press and uP radio wires, UP facsimile 
and NBC television newsfilm, it takes its 
own still and motion pictures. 

e KMTV Omaha offers 19 15-minute 
newscasts a week, 10 five-minute, six 
five-minute weathercasts and six 15- 
minute sportscasts, all locally pro- 
duced and all sponsored. Its seven-man 
staff uses UP wire and facsimile serv- 
ice, two Auricon sound cameras, three 
Speed Graphics, four silent film 
cameras, a two-camera live tv remote 
unit, a Houston Fearless developer and 
a complete photo lab. 

e In Greenville, S. C., one of the six 
WFBC-TV photographers has an _ air- 
plane for what the station calls “quick 
distant work.” Otherwise, its three 
daily 15-minute shows (one spon- 
sored) offer news shots from Green- 
ville and neighboring Spartanburg, 
Anderson and Asheville. For national 
and international news, WFBC-TV uses 
International News Service’s Telenews 
newsreel. Reports the station: “It is 
expensive but we use as much local 
and regional film as national and in- 
ternational.” 

e Syracuse’s WHEN-TV emphasizes 
on-the-spot news for its _locally- 
produced shows, using motion pic- 
tures, stills, art work and slides. The 
three-man staff consists of two report- 
ers and a photographer. Facilities in- 
clude a complete lab and darkroom, 
an art workshop and a_ permanent 
news set in the studio designed to ac- 
comodate interviews and the use of 
charts and maps. All the programs— 
20 minutes’ worth—are sponsored by 
Shell Oil and Piel’s Beer. 

e KvEC-Tv San Luis Obispo has 
one 15-minute, one ten-minute and one 
five-minute newscast a day, the latter 


two sponsored by Coca Cola and Har- 
mony Valley Creamery. The four-man 
staff covers special events with a small 
bus and a panel. Still pictures “break” 
the story and motion picture coverage 
follows it up. When a big story de- 
velops, KVEC-TV shuttles the film to the 
studio to be developed immediately. 
It also describes the event either live 
or on tape on KVEC-AM, mentioning 
that on-the-spot films will be aired on 
video, giving the hour. 

One of the more ambitious local 
programs is WBAP-TV Fort Worth’s 
hour-long early morning show featur- 
ing news, weather and special Texas 
events. Called Sunup, it made its debut 
last February. Each morning starts 
with a film recap of the previous day’s 
news from the 10 p.m. news the night 
before. Station reporters from Fort 
Worth and Da!las broadcast late local 
news over direct leased wires from 
various parts of the city. Stories war- 
ranting film coverage are delivered to 
the wBAP-Tv lab (open around the 
clock) for immediate processing. 

In addition to Sunup, wBaP-TV has 
more than two dozen news shows, all 
of them sponsored, using mostly mo- 
tion picture coverage. The tv and am 
stations share a news staff of 20 men, 


. all of whom carry cameras wherever 


they go; special events are on the 
screen within 24 hours of their 


occurence, 


Blood, fire and water 


The question raised earlier of what 
makes news telecasts, dramatic pic- 
tures or a hot top’c, is a good one. The 
most exciting pictures tend to be 
blood-and-thunder ones—-highway ac- 
wrecks, fire, flood, 
irightened children and dogs. 


cidents, train 


Probably next in popularity are 
shots of visiting celebrities—and to a 
local station, celebrities could range 
from Simone Silva to General Douglas 
MacArthur before or after Korea. 

Some stations have more of William 
Paley’s feel for news than others. Paley 
said at Chicago: “It is part of our 
democratic tradition that facts and ex- 
posure to other people’s views an‘! 
opinions have a way of driving oui 
emotional prejudice and of leading 
the way to answers which are more 
nearly correct.” 

Actually, an interlacing of the con- 
troversial, the entertaining. the inform- 














ative and the precautionary (such as 
the results of reckless driving or tene- 
ment-living) would probably be the 
ideal and undoubtedly that is the aim 
of most, once experience, facilities and 
budgets are great enough to accom- 
plish it. 

But what about the opportunities? 
According to the news services, the 
stations have more than they recog- 
nize. The AP sends out national and 
international news on its radio wire 
for 50 minutes of every hour; the re- 
maining ten minutes are used by 
bureaus to send state and regional 
news. Some 126 stations subscribe to 
it's service. The wire photo service 
‘negatives which must then be devel- 
« ved and printed in the stations’ labs) 
ard Photofax (electronically-delivered 
taesimile received in positive form on 
electrolytic paper) go to 52. Another 
30 or 40 have signed up for Photofax 
and as soon as a.new shipment of the 
Muirhead 
which ap uses arrives, they will go in- 
to action. AP sends out about 60 Pho- 
tofax pictures a day. (The shots go 


machines 


English-made 


out at about one inch a minute.) 
Some stations also take the AP news 


wire, sports, racing and regional wires. 
And many AP member papers and sta- 
tions give their pictures and news beats 
to the local bureaus for transmission 
elsewhere. 

uP offers three services as does INS 
—regular news, facsimile and wire 
photos (which they call telephotos) 
and newsreels. They use Hogan ma- 
chines, made in this country, for fac- 
simile. The operating principles are 
the same as the English-made equip- 
ment but Ins has rewired its machines 
to step up delivery of pictures to one- 
and-a-half inches a m‘nute and delivers 
75 to 90 a day. uP has 79 tv clients for 
its picture services, 100 for its picture 
services, 100 for its Movietone news- 
reel. INS has about 128 Telenews news- 
reel clients, 43 facsimile clients. 


Services’ Services 


All three services supply weekly 
roundups of all sorts in words and 
pictures plus organized and narrative 
background material for the stations 
to use in interpreting current events. 
UPMT also updates periodically scripts 
already in the stations’ hands, supplies 


them with advence notice of what’s to 





AUDIENCE 
APPEAL 


SELF-POWERED 





come in terms of subject matter, 


length of footage and commentary. 


The price of these services varies 
with the station’s own time rate, num- 
ber of sets in the community and cost 
of delivery, etc. Depending on all 
these factors it could be as low as $60 
a week, as high as $700. 

What of the future? Mechanically, 
the wire services agree that facsimile 
is probably the last word in still pic- 
tures. For newsreels, though, they look 
forward to the day (two or more 
years hence according to RCA, less than 
that according to Bing Crosby Enter- 
prises) when magnetic tape is refined 
to the point where pictures can be 
taken off the coaxial cable and stored 
—or used instantaneously—thus avoid- 
ing the time delay and cost of kine- 
scopes, prints, air cargo, and the like. 
One wire service spokesman, though, 
points out that taking pictures off the 
cable is only the first step; the ulti- 
mate objective should be to avoid the 
cable and its high cost altogether and 
send the pictures by radio, microwave, 
other 


yet-to-be-developed 


or some 


cev'e*. 





Ellery Queen is a magnet that literally pulls audiences out of thin 
air—regardless of market . . . regardless of type or popularity of 
the programs which precede it. 

Here’s the record written on a small DuMont hookup as reported 
by Videodex in 1951. In New York in June, it won a 16.9 rating 
—30 times the rating of the preceding musical variety. In Cleveland, 
in October, Queen’s 41.8 was more than double the “inheritance” 
from a leading comedy show. In Washington, in February, it’s rating 
of 25.9 was 12 times that of the preceding mystery. 

These records are the assurance of big audiences, fast, for the 
sponsors of 


THE ADVENTURES OF ELLERY QUEEN 


This is a new first-run series of half-hour 
programs specially filmed for television. 
It’s a series that will write a brilliant 
new chapter in the success story 
Ellery Queen has established in its 
rich 25-year existence—in print .. . in 
the movies . . . on the radio and in TV. 

This is a show that can’t miss. . . it’s a 
show you don’t want to miss. For full 
details, call, write, or wire. 






starring 


HUGH MARLOWE 









22, N.Y. 
00D 38, caLir 
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Nelson (Continued from page 43) 


ness that it would be impossible for 
me to step back into it if I stayed away 
six months or longer. These things 
didn’t bother me, because I had no in- 
tention of coming back. 

I read the trade papers to which | 
continued to subscribe, admitting to 
myself that I just had to find out what 
was happening and where things were 
going. Then one Friday evening in 
August, 1952 the telephone rang and 
the following Tuesday I found myself 
with the Kudner Agency, inc., buying 


time for the Republican National 
Campaign. It was a repeat of the cam- 
paign I had worked on in 1940, ex- 
cept that television had been added. 
Fortunately, I had had enough tele- 
vision experience to know that I'd be 
fighting for stations rather than sta- 
tions fighting for my business! That 
was a year and five months after my 
retirement and I found myself meet- 
ing many old friends in the business 
as well as many new ones. And I wel- 
comed the excitement of the fast pace. 
It ended all too soon. 

Some more interesting offers came 


BIW TY CLINICS 
Will Be Bigger Than Ever... 


according to the response from TV station owners 
and managers throughout the country. They voted, 
by better than 15 to 1, to continue the series of BMI 
TV Clinics which proved so successful in the past. 


Three dates have been set: 
NEW YORK 
(Hotel Biltmore) 
Monday & Tuesday 
AUGUST 2 & 3 


CHICAGO 
(Hotel Sheraton) 


Thursday & Friday 
AUGUST 5 & 6 


LOS ANGELES 
(Hotel Statler) 
Monday & Tuesday 
AUGUST 9 & 10 


The BMI TV CLINICS are open to managers and personnel 
of all BMI-licensed stations THERE IS NO REGIS- 
TRATION FEE — but please enroll your staff in advance. 


Every Important Phase of TV Will be Thoroughly Covered 


Brass Tacks oF LOcAL 
PRODUCTION 


Fi_m BuyING AND 
PROGRAMMING 


PuB.ic SERVICE AND 
ALLIED SUBJECTS 


Low-Cost Loca. 
PROGRAMMING 


TV Fitm CLEARANCE 





LocaL TV News AND 
SPECIAL EVENTS 


OPERATING FOR PROFIT 


CAMERA TECHNIQUES — ART 
Scenic EFFEcts, etc. 


Low-Cost Music 
PROGRAMMING 


PROGRAMS AND SALES 


(Plus discussions, open forums and bull sessions) 


Write today for your enrollment form 


BROADCAST MUSIC, inc. 


589 FIFTH AVENUE, NEW YORK 17, N. Y. 


NEW YORK @ CHICAGO e@ 
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HOLLYWOOD’ e 


TORONTO @ MONTREAL 


during 1953, but the only one I elec- 
ted to accept prior to November 15th 
involved one of the many advertising 
industry’s “free” assignments. Al Kap- 
lan of Kaplan and Bruck was heading 
up the nyu Advertising Course, and | 
agreed to be on a panel under the 
chairmanship of Pete Matthews of 
Young and Rubicam. So | found my- 
self preparing a fictitious test cam- 
paign and reviewing some of the newer 
(and even in November 1953 old) re- 
search material that had been publish- 
ed while I was in retirement. Being a 
part of this panel felt like “old home 
weck” . . . returning home on the train 
I told myself it had been fun . . . “but 
I don’t think I'll ever again get back 
into that rat-race.” 

On November 17th the mailman 
brought a letter from Mr. J.H.S. Ellis, 
president of Kudner Agency, Ine. 
Would I come in and talk with him 
about the possibility of taking on a 
part-time assignment, mainly in tele- 
vision . . . to analyze, evaluate, and 
put things on the right track? This re- 
quired a little selling on the home front 
. . . but I had so liked all the people I 
worked with during the campaign that 
I felt I wanted to find out whether I 
could be of service to them on this 
basis. And so, since December 1, 1953, 
I have been digging . . . evaluating . . . 
and analyzing. 


Problem Child 


Television has grown by leaps and 
bounds. There are, in some markets, 
more television stations than can logi- 
cally make a good profit. There are 
many stations attempting to operate in 
markets which will never be profitable 
from a national advertising standpoint 
radio stations 


any more than many 


could survive on national advertis- 
ing. They will have to gear their activi- 
ties to the local level. Many television 
station operators applied for licenses 
thinking that they would be sure to 
have a quick profit. Many uhf stations 
are going into areas or markets al- 


vhf, 


some closing their doors and taking a 


ready satisfactorily served by 


loss after only a few months of opera- 
tion. Clearly, uhf is the problem child 
of the very young television industry 
and only time and the perfection of 
equipment at both the sending and re- 
ceiving end can prove its worth. 
Network time is at a premium and, 








A, 
- 








as in radio, advertisers want to be on 
the networks that have the most popu- 
lar programs and, of course, can clear 
the largest number of stations. Pro- 
gramming has improved tremendously 
and amateurish beginnings are pretty 
quickly rectified. And if the viewer is 
bored, in most markets he or she has 
an opportunity to switch the dial. 

Even with the increase of the total 
number of stations throughout the 
country, many of the major and de- 
sirable markets are still without a 
second or third television station which 
leaves many an important gap in an 
advertising campaign. To take up this 
slack a number of advertisers use 
available stations in smaller markets 
offered by the networks and in many 
cases the thinking is that these mar- 
kets will be dropped and the money 
used to pick up major markets when 
such stations are available. 

The dollar volume has increased 


tremendously. Advertisers knew their 
costs would be high, but most never 
dreamed they would be dealing in such 
mammoth figures. The constant ques- 
tion is “Where can we cul as it goes 
higher?” 





BIGGER 
THAN BERLE... 
BIGGER 2 


Yes, television has grown fast .. . 
now let’s see where it has “stood so 
still.” 

It’s a sellers’ market, and so the fine 
tools of salesmanship have not been 
absolutely essential in making a profit- 
able sale. There is far greater demand 
for time and programs than availabil- 
ity for placing the business. So the 
pleadings are for time . . . almost any 
time ... and for individual station 
clearances in a market. As long as sta- 
tions can sell their facilities without 
spending money to find out who and 
where they are reaching, they feel 
there is no need to do so. Only when 
competition becomes keener will they 
make some vague attempt at doing this. 
Attempts to get radio off the ground 
on consistent fact-finding studies never 
materialized, but television should not 
let the opportunity go by. 


Research Need 


A committee has been formed to 
analyze and evaluate broadcasting re- 
search through the Advertising Re- 
search Foundation and everyone is ex- 
pectantly awaiting its postponed re- 
port. The NARTB has been trying to get 





As a radio show, Ellery Queen established some audience 
records that indicate the basic appeal of this famous 
detective. 


Item: In March ’43, Hooper found that Queen 
amassed a 46.7% share of the audience . . . had a 
rating that topped a long varied list of programs. 
Among the shows that Queen out-rated were: 








acceptance for an industry study for 
radio, which should eventually take 
care of television, but so far there has 
been no agreement on this. Trade pa- 
pers do much of the evaluation, pub- 
lish articles by “experts” and attempt 
to do a good reporting job. But so far 
there is nothing 
fully usable or 
acceptable for 
the day-by-day 
media analysis 
operation. 

Rate cards 
continue to come 
in profusion, 


with no one hav- 


Linnea Nelson 


ing agreed on a 
standard form. It takes many hours 
of intensive study of rate cards and 
rate listings to prepare an estimate for 
client approval. 

Stations cry for more national spot 
advertising . . . and then calmly move 
your spot program out or take it off 
the air for a network show. Radio was 
accused of selling itself short. Don’t 
let television do the same thing only 
because it is in the hands of individ- 
uals too stubborn or too short-sighted. 













Milton Berle-Elsa Maxwell Show . . . Gene Autry .. . 
Mr. District Attorney . . . Gangbusters . . . Duffy’s 
Tavern . . . Ralph Edwards . . . National Barn Dance 

... etc., etc. 


THAN EVER 








This performance on the radio is a sample of what’s in 
store for the TV sponsors of 


This is a new first-run series of half-hour 
programs specially filmed for television. 
It’s a series that will write a brilliant 
new chapter in the success story 
ra Ellery Queen has established in its 
rich 25-year existence—in print . . . in 
the movies . . . on the radio and in TV. 
This is a show that can’t miss... it’s a 


show you don’t want to miss. For full 
details, call, write, or wire. 
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K. & E. (Continued from page 35) 


Bill Lewis feels that as an agency 
grows in size its biggest problem be- 
comes communications; there are more 
instruments—but less co-ordination 
know-how. His biggest poser was how 
to keep in touch with all accounts and 
how to get the account men together 
for an interchange of information and 
ideas more often. One way is the K&E 
Book of Procedures describing the 
function and interdependence of every 
department. Every newcomer to K&E 
gets one to keep for the duration of his 
employ. Another way is the one-year- 
old K&E creative “Bible.” Its theme is 
“Don’t make these mistakes (which 


Shop talk: Ben Donaldson, Ford Motor Co.; Wm. Lewis, K&e; Marlo Lewis, cps 


have been made by others)” and its 
logotype is a wheel and cam, demon- 
strating the interlocking of each func- 
tion. Everyone in the agency studies 
it in seminar at least four times a year. 

Copy groups compare their work 
quarterly with the Bible’s tenets; the 
research department constantly studies 
and evaluates, updating it when neces- 
sary. And Lewis finds it has increased 
K&E’s effectiveness 331/3 per cent 
during the twelve-month period. 

The Book of Procedures is reviewed 
annually at agency group meetings; 
any section needing revision is 
changed and the new version distrib- 
uted immediately. 

The second self-chosen description 
of K&E is “a shirt-sleeve agency.” 
From Bill Lewis (whose door is al- 
ways open) on down, the emphasis is 
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on serving the client, keeping up with 
what everyone else is doing and reg- 
ular self-criticism. An important tool 
for the latter is research. G. Maxwell 
Ule, vice president and head of the 
research department, calls his job the 
“fact-finding and interpreting arm of 
one of his main func- 
tions is to take “an intelligent bead on 
market problems.” 


the agency”; 


Because of the stress K&E puts on 
these tasks, a larger percentage than 
usual of the agency’s billings is spent 
on research. The 35-man staff is “a 
miniature academic faculty” with one- 
third of the members holding graduate 
degrees mathematics 


and statistics. Each account group has 


in economics, 





a research man assigned to it, as have 
Copy, Media and Tv-Radio. And a 
great deal of the department’s time is 
spent on gathering information for the 
use of the agency itself. 

K&E does extensive field work, hir- 
ing local people to handle queries un- 
der agency supervision. Among the 
studies it has made are: 1) the effec- 
tiveness of radio in selling men’s 
toiletries (Mennen) ; 2) the movement 
of women’s toiletries in test market 
situations (Hudnut); and 3) home- 
maker acceptance of instant desserts 
(Amazo). 

Two years ago the department did a 
mammoth survey for the agency on 
the effectiveness of tv commercials. It 
used tape recorders instead of printed 
questionnaires, a method Ule finds 
more valuable and informative since 


the full emotional overtones or “sub- 
conscious thoughts” about the product 


or problem show up. There is 
a full complement of background 
noises on the tape—baby crying, 


phone ringing, something boiling on 
the stove, etc.—and more realistic and 
effective solutions can thus be deter- 
mined. 

As a result of Ule’s tape-recorded 
survey, the agency learned that: 

e The personality of the “salesman” 
is often more important than what he 
says. 

® The audience wants more demon- 
stration, less talk. 

Say Lewis and Cox: “With all these 
tools at our disposal, we can be 
‘creative through understanding’.” 

The media department, too, is more 
than usually active in tv since so much 
of K&e’s tv billing comes from spot. 
It has had to buy several hundred spot 
tv shows for Amazo and Hudnut alone 
in the course of a year, not to men- 
tion 600-700 radio spots a week for 
Mennen. 

Headed by vice president Joseph 
Braun, a 21-year K&E man who started 
in the sampling division, the depart- 
ment has been operating since 1949 
under a Coordinator Plan. Coordina- 
tors (there are four) sit in on account 
group meetings and devise strategy 
only. The actual buying for both print 
and broadcast is done by buyers, their 
assistants and estimators, under the 
supervision of the coordinators, 

The departinent today cersisis of 50 
people, ten of whom are actual buy- 
ers. There are four account groups, 
three of them averaging seven accounts 
each, the fourth consisting of Lin- 
coln-Mercury only. 


Creed 

Braun breaks the K&£ media phil- 
osophy into three parts: 1) Whatever 
money is to be spent should be dis- 
tributed throughout the country so 
each sales area gets enough to support 
the current or potential market; 2) 
Concentrate on one medium before 
adding another, and all things being 
equal, if a client has limited funds, 
choose the medium he can dominate; 
3) Maintain good relations with media 
representatives; listen to everyone 
with space and time to sell; the pay- 
off will be in favorable adjacencies, 
placements and clearances. 
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He also believes that copywriters 
should specify how much time and 
space they need before the media de- 
partment orders the size of the ad or 
the type of spot. If the story can’t be 
told in one minute, for instance, Braun 
would certainly forget spot. 

K&E—with five branch offices in this 
country and one in Canada—has 
come a long way since the day in 1899 
when its linear ancestor, Ray D. Lilli- 
bridge, decided to save advertisers the 
expense of their own advertising de- 
partments. He hung out his shingle 
and before long was acting as ad 
manager for the American Bridge Co., 
Otis Elevator Co., Stanley Electric Co. 
(now a part of General Electric) and 
Hoover Vacuum Cleaner Co. Mr. Lilli- 
bridge was a stickler for careful book- 
keeping and accurate handling of de- 
tails; he built up quite a reputation 
for “high standards of practice” and 
“conscientious service to clients.” 

In 1919 he was joined by Otis Allen 
Kenyon, a graduate engineer who had 
headed the McGraw-Hill Book Co. be- 
fore establishing his own business of 
text books and bulletins for technical 


advertisers. During the next few years, 
the agency became known largely for 
its technical billings. In 1926, Henry 
Eckhardt, a consumer-products special- 
ist, was hired to develop a general 
ad department. He brought in a 
number of art, fashion and general 
copy people and began to attract such 
accounts as Bergdorf Goodman, Ca- 
nadian Pacific Railway Co., the Hotel 
St. Regis and Axton-Fisher Tobacco 
Co. (Spuds). Soon the general side 
was, billing-wise, overshadowing the 
technical division. 


New Faces 
In 1929, Mr. Lillibridge decided to 


retire after 30 years of running his 
own shop. Kenyon and Eckhardt 
brought him out, changed the name 
of the agency but continued along 
the same path—adding clients, in- 
creasing billings and staff, giving 
employes larger and larger stakes in 
K&E’s future. (Today 71 of the 500 
K&E staff members own stock in the 
agency, stock which—like the Book of 
Procedures—they cannot take with 
them. Should they resign, they must 


sell out to the other stockholders. Kae 
doesn’t believe in “vested interests.” ) 

By the time the new agency was five 
years old, it had acquired a third ma- 
jor partner, sales expert Thomas 
D’Arcy Brophy, now chairman of the 
K&E board. Kenyon was treasurer and 
director of the Facts Division; Eck- 
hardt was president and director of 
the Creative Division; Brophy was 
first vice president and director of 
Account Management. (Cox was then 
a member of Eckhardt’s department; 
one of Brophy’s staff was Dwight 
Mills, now chairman of the executive 
committee. ) 

Neither of the founding fathers are 
here to see what their staff has built 
at 247 Park Avenue, the original ad- 
dress. Both died in harness, as chair- 
man of the board, seven vears apart 
Eckhardt in 1942 at the age of 48, and 
Kenyon, who succeeded him, seven 
years later, in 1949 at 69. Then 
Brophy took over the chairmanship. 

In the years since Eckhardt’s death, 
his agency’s billings have nearly 
quadrupled, and television has ob- 
viously played a major role. 





wan) Adapted from the outstanding best-seller of our time. 
umm) Eagerly awaited by millions of fans. 


THE ADVENTURES OF ELLERY QUEEN 


In its 25-year existence, Ellery Queen has proved itself a success in every mass 


medium—in print, on the screen, on the radio and on TV live. The new series 


of half-hour programs especially filmed for television, will write a brilliant new 
chapter in this unbroken success story. 


For the show has a ready-made audience of millions. These, plus the Marlowe 
fans won by his work on stage (Voice of the Turtle) and screen (Twelve 
O’Clock High and other great pictures) assure a tremendous audience 
“core” for the sponsors of this new TV series. 


Production is in keeping with the property. Edward Small, whose sure 
instincts for mass entertainment have given his features a gross of over 
$100,000,000, has over-all charge of production. Scripts are supervised by FR} pa 
Ellery Queen. And all down the line—direction, 
casting, settings—the series carries the quality of fine 


dramatic programming. 


This is a series that can’t miss. It has the commercial 
impact of mystery . . . the prestige of rich drama .. . a 
history of box-office. While markets are still 
. available, call, write or wire for complete details. 





<> 











starring 
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HUGH MARLOWE 





I'M JOE FLOYD... 


1 CAN SELL THE 
DAYLIGHTS OUT OF 
YOUR PRODUCT! 


...and the rest of my staff at 
KELO (radio and TV) Sioux 
Falls are terrific sales closers 
too. True, we have an edge 
over the boys in other parts. 
We’re right in the heart of the 
4-States ‘money belt’, where 
folks have the most dollars to 
spend ... and spend at 

the drop of a hint. 

Like to get your share? 

Just write, wire or phone... 


and I'll do a Superman to your 
office within a day. 





LO. 


aud Radio 


Channel 1! - Sioux Falls, S.D. 
JOE FLOYD, President 


NBC (TV) PRIMARY 
ABC e CBS e DUMONT 


NBC (Radio) Affliate 
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Directors (Cont'd from page 55) 


Muncie, Ind. 
WLBC-TV—Fred Moore Hinshaw 


Nashville 

WSIX-TV—* 
WSM-TV—Harold Baker 
Neenah-Appleton, Wis. 
WNAM-TV—Roger Michelin 


Newark 
WATV—Herb Green 


New Britain 
WKNB-TV—* 


New Castle, Pa. 
WKST-TV—Crory Pitzer 


New Haven 
WNHC-TV—W. Rockwell Clark 


New Orleans 
WDSU-TV—William Monroe 
WJMR-TV—* 

New York 


WABC-TV—John Charles Daly 
WABD--Cameron Cornell 
WCBS-TV—James Burke 
WNBT—Bill Berns 
WOR-TV—George Brown 
WPIX—Walter Engels 


Norfolk 


WTAR-TV—Gilbert McLeod 
WTOV-TV—Dick Harvey 
WVEC-TV—Lewis T. Jester & Richard 
Kidney 
Oklahoma City 
KMPT—Grant Ladd 
KTVQ—Jack Sherman 
KWTV—Bruce B. Palmer 
WKY-TV—Grant Foster 
Omaha 
KMTV—Floyd Kalber 
WOW-TV—Ray Clark 
Orlando, Fla. 
WDBO-TV—Mark Barker, Jr. 


Panama City, Fla. 
WJDM—* 


Parkersburg, W. Va. 
WTAP—Jack See 


Pensacola 


WEAR-TV—Dave Fulton 
WPFA-TV—Max L. Anderson 


Peoria 

WEEK-TV—Bob Arthur 
WTVH-TV—Jerry Dunphy 
Philadelphia 


WCAU-TV—Charles Shaw 
WFIL-TV—Charles Harrison 
WPTZ—Richard McCutchen 


Phoenix 
KOOL-TV—Rex Stanley 
KPHO-TV—Jack Murphy 
KTYL-TV—* 

Pine Bluff, Ark. 
KATV—Bill Hadley 


Pittsburg, Kan. 
KOAM-TV—Louis R. Martin 


Pittsburgh, Pa. 
WDTV—Bill Burns 
WENS—Dan Mallinger 
Portland, Me. 
WCSH-TV—Philip N. Johnson 
WGAN-TV—* 
WPMT—Parker Hoy 
Portland, Ore. 
KOIN-TV—Tal M. Tripp 
KPTV—William Swing 
Princeton, Ind. 
WRAY-TV—Bill Jones 


Providence 
WJAR-TV—Warren Walden 
WNET—Bruce Deane White 
Pueblo, Colo. 
KCSJ-TV—Bob Billman 


Quincy, Ill. 
KHQA-TV—Don W. Nicholson 
WGEM-TV—* 

Raleigh 

WNAO-TV—* 


Reading 
WEEU-TV-—Jack Gounder 
WHUM-TV—John Deegan 
Reno 

KZTV—Leila Rowson 


Richmond 
WTVR—Roy Roman 


Roanoke 
WSLS-TV—Tom Wright 


Rochester, Minn. 
KROC-TV—Ray Thompson 


Rochester, N. Y. 
WHAM-TV—David Kessler 
WHEC-TV—Warren Doremus 
WVET-TV—David Roberts 
Rockford, Ill. 
WREX-TV—Bob Clyde 
WTVO—Ted Beinart 

Rock Island, Ill. 
WHBF-TV—William E. Ellison 


Rome, Ga. 
WROM-TV—lIvan Hoge 























Roswell, N. M. 
KSWS-TV—* 


Sacramento 
KCCC-TV—Harvey Chester 


Saginaw 
WKNX-TV—Britton W. Temby 


St. Joseph 
KFEQ-TV—Ralph E. Combes 


St. Louis 


KSD-TV—Warner Schoyen 
KSTM-TV—Ed Brown 
WTVI—Bruce Hayward 


St. Petersburg 
WSUN-TV—Tom Eynon 


Salinas-Monterey 
KMBY-TV—* 
KSBW-TV—* 
Salisbury, Md. 
WBOC-TV—Ed Glacken 


Salt Lake City 
KSL-TV—Paul Alexander 
KTVT—Jack Goodman 
San Angelo 
KTXL-TV—John A. Kelly 


San Antonio 
KGBS-TV—Pat Boyette 
WOAI-TV—Henry Howell 
San Diego 


KFMB-TV—Paul White 
KFSD-TV—Ed Baltimore 


San Francisco 


KGO-TV—Victor P. Reed 
KPIX—William Winter 
KRON-TV—Douglas Elleson 
KSAN-TV—Herm Falk 
San Luis Obispo 


KVEC-TV—Ted Warner 


Santa Barbara 
KEY-T—Ray Dietrich 


Savannah, Ga. 
WTOC-TV—Dave Randall 


Schenectady 
WRGB—J. L. Christman 


Scranton 


WARM-TV—John Von Bergen 
WGBI-TV—Tom Powell 
WTVU—Ed Durma 


Seattle-Tacoma 


KING-TV—Richard Ross 
KMO-TV—Dan Seymour 
KOMO-TV—Herb Robinson 
KTNT-TV—Sam Rinaker 


Shreveport 
KSLA—Michael Hinn 


Sioux City, la. | 
KVTV—Art Smith 


Sioux Falls, S. D. 
KELO-TV—Bill Wigginton 


South Bend 
WSBT-TV—* 


Spokane 
KHQ-TV—Pat Cullen 
KXLY-TV—Glen Huston 
Springfield, Ill. 


WICS—Bernie Waterman 


Springfield, Mass. 
WHYN-TV—Ken Smith 
WWLP—Mark Feinberg 
Springfield, Mo. 
KTTS-TV—Bill Bowers 
KYTV—* 

Steubenville, O. 
WSTV-TV—Scott McMurray 


Stockton, Calif. 
KTVU—* 


Syracuse 
WHEN—Dick Grossman 
WSYR-TV—Fred Hillegas 
Temple, Tex. 
KCEN-TV—* 


Terre Haute, Ind. 
WTHI-TV—Dick Forbes 


Texarkana, Tex.-Ark. 
KCMC-TV—Douglas Thompson 


Toledo 
WSPD-TV—James W. Uebelhart 


Topeka 
WIBW-TV—Claud Mann 


Tucson 

KOPO-TV—* 
KVOA-TV—Frank Barreca 
Tulare, Calif. 
KVVG-TV—Bob Lee 


Tulsa 

KCEB-TV—Charles McFarland 
KOTV—* 

Tyler, Tex. 
KETX-TV—* 


Utica, N. Y. | 
WKTV—Lowell Cartright 


Waco | 
KANG-TV—George Milner & King 
Bridges 


(Continued on next page) 


"Hey Kids... 





How about Lunch!”’ 


With that . . . Mom knows 
the kids don’t need a second 
invitation to enjoy their 
noon-day meal. 

Casey rolls into Channel 11 
on his “NOON TIME EX- 
PRESS” just on time for 
lunch with the small fry . . . 
with a package of yarns (via 
movies and cartoons) that 
get king sized audiences. 
And... Casey, like his illus- 
trious forebear pulls a mean 
throttle (except with our 
Casey .. . most of the steam 
goes into his commercials). 


Naturally . . . Casey’s lunch 
menu consists of hissponsor’s 
product. Mothers buy the 
products, serve them, and 
Casey and the kids eat lunch 
together 


Flag us, via mail, wire or 
phone, and we'll welcome 
you aboard to cash in on 
the brand new merchandis- 
ing plans we have for this 
particular show. 

NOON TIME EXPRESS 

NOON TO 12:30 P.M. 





Still a few availabilities on 
RANGLER STEVE... 
He's up from a 1.5 to a 15.2 
and pulling hundreds of 
letters every day, ARBMay 
Mon. thru Fri. 6:05-6:25 pm 
Sat. 10:00 - 11:55 am 











NOW 316,000 WATTS 


WMIN-TY 


Minneapolis St. Paul 
ABC -DUMONT 
Represented by JOHN BLAIR TV INC. 
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FROM THE CAPITAL OF ALABAMA 





WCOV-TYV 


MONTGOMERY, ALABAMA 


NEW POWER 


200,000 


WATTS 
August 1, 1954 


With All Four Networks Plus Top Local and 
Film Shows Our Availabilities Are “Tops” 


Ask Raymer for Details 





Montgomery, Alabama Channel 20 
Nationally Represented by PAUL H. RAYMER CO., INC. 
ABC - CBS - NBC - DuMont 
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Directors (Continued) 


Washington 


WMAL-TV—Richard Rendell 
WNBW—Cassius M. Keller 
WTOP-TV—Elmer Lower 
WTTG—Matthew Warren 
Waterbury, Conn. 


WATR-TV—Phil Corvo 


Waterloo, Ia. 
KWWL-TV—Ed Falk 


Weslaco, Tex. 
KRGV-TV—Brad Smith 


West Palm Beach 
WIRK-TV—Bob Ray 


Wheeling, W. Va. 
WTRF-TV—George Diab 


Wichita 

KEDD—Richard Hickox 
KTVH-TV—Dean Curfman 
Wichita, Falls, Tex. 
KFDX-TV—Michael Henry 
KWFT-TV—Ed Hamlyn 
Wilkes-Barre 
WBRE-TV—William Connelly 
WILK-TV—Tom Bigler 
Wilmington, Del. 
WDEL-TV—Robert Davenport 


Wilmington, N. C. 
WMFD-TV—* 


Winston-Salem 
WSJS-TV—F. O. Carver, Jr. 
WTOB-TV—R. B. St. Lawrence 
Worcester, Mass. 
WWOR-TV—Frank Knight 
Yakima, Wash. 
KIMA-TV—John Knievel 


York, Pa. 

WNOW-TV—Albert H. Gladding 
WSBA-TV—Otis B. Morse 
Youngstown, O. 
WFMJ-TV—Bill Lindsay 
WKBN-TV—Gene Starn 

Yuma, Ariz. 
KIVA-TV—Mary Lou Barth 
Zanesville, O. 
WHIZ-TV—Allan Land 


Territories & Possessions 


Anchorage 
KFIA—Dave Hassinger 
KTVA—Walt Welch 
Honolulu 


KGMB-TV—Wayne Collins 
KONA—Webley Edwards 
KULA-TV—Bob Sevey 

















Washington Memo 


ACROSS THE BOARD. Significance 
of the Potter subcommittee’s meeting 
with the Fcc commissioners to discuss 
the fate of uhf can hardly be over- 
emphasized. 

Usually the Commission gives its 
views to Congress in hearings—often 
public, sometimes private. But this 
meeting is slated to be more than just 
an exchange of ideas. At it, each 
group will be asking important in- 
formation from the other. The sena- 
tors, in many cases under pressure 
from their constituents on tv matters, 
want and need guidance from the Fcc. 
The commissioners want moral sup- 
port and to some extent direction from 
Congress. 

A year ago such a meeting would 
have been highly unlikely. The Fcc 
at that time did not feel the necessity 
of looking to Congress for support or 
instruction. Nor was Congress so 
reluctant to let the Fcc handle such 
hot potatoes as uhf. But the problem 
now facing the subcommittee is one of 
the stickiest that tv has produced, and 
no one can deny that it has turned up 
some mean ones. 

This is not to say that the Fcc will 
simply tell the Senators what to recom- 
mend. Chairman Potter (R., Mich.), 
for one, is not easily pushed around. 
But it is to emphasize that the Sub- 
committee isn’t in a mood to force 
anything down the Commissioners’ 
throats. 

The Responsibility 

For the Commission, after all, made 
the decisions that led to, if they didn’t 
produce, the situation the uhf opera- 
tors now find untenable. And the Com- 
missioners will have to carry out 
whatever policies the Congress lays 
down. 

Of course, there’s nothing like 
unanimity among the Commissioners 
themselves. Chairman Hyde told the 
Potter group during its hearings 
(there were some 70 witnesses, by the 
way, and that many more written 
statements were filed) that “the only 
critical disability” of uhf was a lack 
of all-band sets. Commissioner Hen- 
nock feels so strongly about helping 


uhf that she demanded the strongest 
measures for curbing vhf while uhf 
catches up. Commissioner Lee is al- 
ready eyeing the educational reserva- 
tion as a possible way out of the 
dilemma. Hitting on a policy that most 
of the commissioners can give strong 
support to won’t be easy. 

On the subcommittee, by contrast, 
opinions are less violent and probably 
less divergent. The chairman is con- 
sidered the key man because he is ex- 
pected to control the other Republi- 
cans, Sen. Schoeppel and Mrs. Bow- 
ring. Mr. Potter has hinted darkly 
that the subcommittee may have to 
“search deeper” than the proposals 
made publicly at the hearings. But he 
hasn’t let out his own views. 


Forecast 


Though this column is being writ- 
ten a week before the critical joint ses- 
sion, it seems safe to make at least one 
prediction as to what may come out of 
it: a study of whether unscrambling 
the big tv markets is at all feasible 
seems a good possibility as an after- 
math of the hearings. 

A recommendation that such a 
study be made—probably along the 
lines suggested at the hearings by cBs 
President Frank Stanton and probably 
bringing in the industry—has many 
advantages from the senatorial view- 
point. For one thing, it avoids the ne- 
cessity for taking an irrevocable step. 
This is particularly significant when 
the inexperience of the senators in tv 
matters is taken into account. 

For another, the suggestion avoids 
giving violent offense to any of the 
parties. As chief uhf spokesman, 
Benedict Cottone told the Subcommit- 
tee, a thread of agreement on “de- 
intermixture” runs through much of 
the testimony. The uhfers welcomed 
the idea, though they warned that 
delay might find their operations 
defunct before action could be taken. 
Du Mont produced its own version of 
a reallocation proposal. ABC invited 
an inquiry by saying there is no “def- 
initive evidence” on whether such a 
shake-up is possible. cBs said that dis- 
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entanglement might, theoretically, be 
the “only workable solution,” though 
it predicted that the pressure on 
whoever tried to carry it out “would 
be enormous and perhaps intolerable.” 
NBC didn’t oppose such a study, but 
warned against expecting too much 
from it. Even the uhf group, though 
basically opposed to unscrambling 
markets, embraced the idea of an ad 
hoc committee to look into it. 

More likely still to be recommended 
by the Subcommittee is a repeated de- 
mand for snipping off the 10 per cent 
excise tax on all-band receivers. There 
is still a chance this can be done by 
amending one of the minor tax bills 
still to come from the Senate Finance 
Committee. Sen. Johnson (D. Colo.) 
has been guaranteed consideration of 
the tax cut on a bill that will probably 
have to do with estate taxes. Though 
there is universal support for this 
proposal, there is also some dis- 
enchantment with it as a panacea for 
uhf. The tax on a set, it is realized, is 
not the main deterrent to buying them. 


TALL TOWERS. Pretty soon now, the 
slow wheels of Bureaucracy will grind 
out another report, this one on the 
“Tall Tower Problem.” 

In recent weeks, a small group of 
earnest men has been listening to ex- 
pert testimony from a good many peo- 
ple on this question: How do you 
keep airplanes from running into the 
new giant tv antenna towers? 

Members of the group represent the 
tv industry, the air transport industry, 
and a slew of government agencies in- 
cluding the Armed Forces. Late last 
month they held an open hearing to 
make sure they hadn’t missed anyone 
who wanted to testify. About the first 
of this month they decided that 
“Phase One” of their investigations 
was over. Their report on Phase One 
is due about the middle of August. 

The first report won’t be very mean- 
ingful for tv station owners. It will 
be a dissertation on the “adequacy” 
of present methods for marking tv 
towers. It will contain learned discus- 
sions on “visual acuity” of the human 
eye. But it won’t make any specific 
recommendations on what, if any- 


° ° 
| thing, should be done to improve 
| tower markings. 


It will, however, almost certainly 
state that, though adequacy of mark- 
ings is difficult to define, the commit- 
tee members are agreed that further 
investigations are warranted. These 
later proceedings, which will be dub- 
bed Phase Two, may lead to new rules 
for tower markings that could be im- 
portant to every station owner. 

They could, conceivably, call for a 
brand-new paint scheme to replace 
the present alternating bands of “In- 
ternational orange” and white. They 
could recommend that all tower guy 
wires must have colercd streamers 
hanging from them. But any such final 
action is still months away. 

In the relentless drive for more 
effective area coverage for tv stations, 
huge towers have been inevitable. 
Heights are steadily growing. The 
highest tower now applied for will 
serve Montgomery, Ala. The tower 
will probably be in Selma and will 
be 1,863 feet high, making a dwarf of 
the Empire State Building, which is a 
mere 1,472. Another giant is being 
planned for Dallas, where there will 
be a tower of 1,521 feet. A third, of 
1,572 feet, will go up near Oklahoma 
City. 

The peopk most affected by these 
structures, of course, are the people 
who fly airplanes. There were nine 
plane crashes involving tv antennas in 
1950-53. Of the planes, only one was 
a commercial liner, while the others 
were small planes, either operated by 
private pilots on pleasure trips or by 
crop-dusters, or the like. The crashes 
occurred with towers that were less 
than 500 footers, or at about that level. 
Weather in all cases was poor. 

The new towers pose a problem to 
the airlines, to the armed services 
pilots, and to anyone who flies, for 
pleasure or otherwise. Commercial 
planes often cruise at around 2,000 
feet on short hauls. Every extra foot 
a tower goes into the air, say the fly- 
men, increases by many times the 
hazard it presents to planes. 

Tv towers are harder to see during 
the daytime than at night. The system 
of blinking red lights required by 
present regulations does a fairly ef- 
fective job of showing them after dark. 
But by day, as one flier puts it, the 
towers “have the damndest way of 
creeping up on you.” 
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Film Sales 


Each month TELEVISION AGE lists the recent sales of 
syndicated films. Sponsors are given when available. 


CBS TELEVISION FILM SALES, INC. 
Amos ’n’ Andy 


KYDO Corpus Christi Corpus Christi Board of 
Realtors 

WIS-TV Columbia, S. C. Piggly Wiggly Stores 

WLBC-TV Muncie, Ind. Ball Dept. Stores 

KSWS-TV Roswell, N. M. 

Gene Autry 

WTRI Albany, N. Y. 

KFBB-TV Great Falls, Mont. Beatrice Foods Co. 

WTHI-TV Terre Haute, Ind. 

Crown Theatre 

WTRI Albany, N. Y. 

WSLI-TV Jackson, Miss. 

WKNY-TV Kingston, N. Y. 

KTVE-TV Longview, Tex. 

WABC-TV New York 

Daily News 

KTVA Anchorage 

WGR-TV Buffalo 

WRGB Schenectady 

Cases of Eddie Drake 

WMAR-TV Baltimore 

WSLI-TV Jackson, Miss. 

WKNY-TV Kingston, N. Y. 


Files of Jeffrey Jones 


WNBK Cleveland Household Finance Corp. 
WSLI-TV Jackson, Miss. 

WKNY-TV Kingston, N. Y. 

WABC-TV New York 


Holiday in Paris 


KFBC-TV Cheyenne 

WSLI-TV Jackson, Miss. 

Art Linkletter and the Kids 

WTRI Albany, N. Y. 

WBEN-TV Buffalo Milk for Health on the 
Niagara Frontier, Inc. 

WSLI-TV Jackson, Miss. Jackson Valley Gas Co. 

WKNY-TV Kingston, N. Y. 


Annie Oakley 


WJBF-TV Augusta, Ga. Canada Dry Ginger Ale, 
Inc. 

WKNY-TV Kingston, N. Y. 

KOIN-TV Portland, Ore. Damascus Milk Co. 

WTHI-TV Terre Haute, Ind. 

KIMA-TV Yakima, Wash. Canada Dry Ginger Ale, 


Inc. 


Range Rider 


WTRI Albany, N. Y. 

WBEN-TV Buffalo Milk for Health on the 
Niagara Frontier, Inc. 

WCHS-TV Charleston, W. Va. Purity Baking Co. 

WBBM-TV Chicago 

WEWS Cleveland Pepsi-Cola Co. 

WKNY-TV Kingston, N. Y. 


DYNAMIC FILMS, INC. 
The Continental 


WTVI Belleville, Tl. Magic Chef Stove Co. 
KFEL-TV Denver 

On Stage With Monty Wooley 

WFBM-TV Indianapolis Perfection Paint Co. 
WDSU-TV New Orleans 


Speed Classics 

WICA-TV Ashtabula, O. Painesville Telegraph ani 
Ashtabula Star Beacon 

WBKB Chicago 

KLZ-TV Denver 

WJBK-TV Detroit 

WXYZ-TV Detroit 

KGMB-TV Honolulu 

WFBM-TV Indianapolis 

WOAI-TV San Antonio 

WRGB Schenectady 


GUILD FILMS COMPANY, INC. 
The Liberace Show 


WAKR-TV Akron 

WJBF-TV Augusta, Ga. 

WBAL-TV Baltimore Brest O’Chicken Tuna 

WAFB-TV Baton Rouge 

WBZ-TV Boston Personal Products Corp. 

WGN-TV Chicago Brest O’Chicken Tuna 

° Cincinnati Strietman Biscuit Co. 
WEWS Cleveland Society for Savings 
. Dayton Third National Bank & 

Trust Co. 

WDSM-TV Duluth-Superior Manchester Biscuit Co. 

KFSA-TV Ft. Smith, Ark. 

KGMB Honolulu 

KCMO-TV Kansas City Burton-Dixie Corp. 

WGAL-TV Lancaster Keebler-Weyl Baking Co. 

WLOK-TV Lima, O. Hekman Biscuit 

WKOW-TV Madison 

WTMJ-TV Milwaukee Rockford Ford Dealers 

WLBC-TV Muncie, Ind. Gable Furniture Co. 

WTAR-TV Norfolk J. H. Filbert, Inc. 

KATV Pine Bluff, Ark. Servel, Inc. 

WDTV Pittsburgh, Pa. Peoples First National Bank 
and Trust Co. 

WGEM-TV Quincy, Ill. Sawyer Biscuit 

KZTV Reno First National Bank of 
Nevada 

WHAM-TV Rochester, N. Y. First Federal Savings and 
Loan 

WKNX-TV Saginaw Miller Baking Co. 

WSUN-TV St. Petersburg 

KTXL-TV San Angelo General Telephone Co. of 
Southwest 

WSBT-TV South Bend Ries Furniture Co. 

KTTS-TV Springfield, Mo. Producers Creamery 

KCMC-TV Texarkana Belk-Jones 

WSPD-TV Toledo Hekman Biscuit 

KTVH-TV Wichita 


Life With Elizabeth 


KBMT Beaumont, Tex. 
KVOS-TV Bellingham, Wash. Bellingham National Bank 
and Puget Sound Pulp 
& Paper Co. 
° Cincinnati Ohio Oil Co. 
WNCT-TV Greenville, N. C. Strietman Biscuit Co. 
KGLO-TV Mason City, Ia. 
~ 


San Antonio Pearl Brewing Co. 


The Joe Palooka Story 


WTHI-TV Terre Haute, Ind. 
WILK-TV Wilkes-Barre 


Sports Library 


WMT-TV Cedar Rapids 


The Florian Zabach Show 


KIDO-TV Boise 
WEWS Cleveland 
KBTV Denver The Copley Press, Inc. 


INTERNATIONAL NEWS SERVICE 
Telenews Daily 


WTvJ Miami 
WPFA-TV Pensacola 
KRON-TV San Francisco 


Radiodifusora Nacional tv Bogota, Colombia 
*—-sold directly to sponsor or agency 
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Telenews Weekly 


Theo. Hamm Brewing Co. 

Quality Southern Pine Pro- 
ducers 

Radiodifusora Nacional tv Bogota, Colombia 


WHO-TV Des Moines 
WALA-TV Mobile 


This Week In Sports 


KTBC-TV Austin, Tex. 

WEN-TV Chicago 

WHO-TV Des Moines Theo. Hamm Brewing Co. 
WNHC-TV New Haven 

KOIN-TV Portland, Ore. Alemite Co. 


Under the title General Sports Time, General Tire & Rubber 
Co. sponsors This Week In Sports in the following markets: 
WAGA-TV Atlanta 
WRDW-TV Augusta, Ga. 

WNEM-TV tay City, Mich. 


KOOK-TV Billings, Mont 
WNAC-TV Boston 

KHSL-TV Chico, Cal. 
WCOS-TV Columbia, S. C. 
WDAK-TV Columbus, Ga. 
KROD-TV El Paso 
WRAY-TV Green Bay 
KPRO-TYV Houston 

WLAT Jackson, Miss. 
WDAF-T\ Kansas City 
WATE-TV Knoxville 
KARK-TV Little Rock 
WHBOQ-TV Memphis 
WCeov-TV Montgomery 
WSIX-TV Nashville 
KTYL-TV Phoenix 
WSLS-TY Roanoke 

wtvo Rockford, Il. 
KOCO-TV Sacramento 
KPYL-T\ Salt Lake City 
KORS-TV San Antonio 
KTNT-TV Seattle-Tacoma 
WNRW Washington 
WMFD-TV Wilmington, Del. 
WNOW-TY York, Pa. 
WFMJ-TV Youngstown, O. 


NBC FILM DIVISION 
Badge 714 


KEMT Beaumont, Tex. 

KFYR-TY Bismarck, N. D. 

WOR-T\ Buffalo The Genesee Brewing Co. 

KHSL-TV Chico, Cal Heidelberg Brewing Co. 

KOMU-TV Columbia, Mo. Stagg Brewing Co. 

WSIL-TV Harrisburg, Hl 

WSVA-TV Harrisonburg, Va. Gunther Brewing Co. 

a Johnstown, Pa. Sherer Oil Co. 

KCIB-TV Minot, N. D. 

KeOCe-TV Sacramento 

KSD-TV St. Louis Manhattan Coffee Co. 

WOAL-TV San Antonio 

KSLA Shreveport Peacock Jewelers and Ark 
La-Tex Wholesale 

wics Springfield, Ul. 


Badge 714 B 


WOR-TV New York 

Captured 

WALB-TV Albany. Ga. 

WARI-TV Bangor Bristol Dinette Mfg. Co, 
KRMT Beaumont, Tex. 

WFAA-TV Dallas-Ft. Worth 

KVAL-TV Eugene, Ore. Hoffman tv Sales Corp. 

KMJ-TV Fresno 

KFSA-TV Ft. Smith, Ark. 

WMUR-TV Manchester, N. H, Bristol Dinette Mfg. Co. 
KELO-TV Sioux Falls, S. D. 


WTHI-TV Terre Haute, Ind. 
WILK-TV Wilkes-Barre 
KIMA-TV Yakima, Wash. 


Daily News 


Wels Champaign, Il, 
WCSH-TV Portland, Me. 
WKTV Utiea, N. Y. 
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KTBC-TV Austin, Tex. Ritter Oil Co. 
KGEO-TV Enid, Okla. 

WFBM-TV Indianapolis 

WMBR-TV Jacksonville 

KCOP Los Angeles 

wow-TV Omaha 

KGO-TV San Francisco 

WILK-TV Wilkes-Barre 


Feature Films 


WDBO-TV Orlando, Fla. 

K MO-TV Seattle-Tacoma 

Hopalong Cassidy—Half Hour A 

WLW-T Cincinnati 

WLw-c Columbus, O. 

WLW-D Dayton 

WBAY-TV Green Bay 

WCOV-TV Montgomery 

Hopalong Cassidy—Half Hour B 

WLW-A Cincinnati 

WLW-T Columbus, O. 

WLW-D Dayton 

WFTV Duluth-Superior 

KGEO-TV Enid, Okla. 

WMTV Madison 

WMCT Memphis 

WALA-TV Mobile Mebbis Baking Co. 
wow-TV Omaha Roberts Dairy 
KIMA-TV Yakima, Wash. Cascade Gold Star Dairy 


and Trenarry Baking Co 


Hopalong Cassidy—Hour 


WAIM-TV Anderson, S. C. 

KBMT Beaumont, Tex. 

KCBD-TV Lubbock 

KBES-TV Medford Snyder Dairy 
WABD New York 

WILK-TV Wilkes-Barre 


Inner Sanctum 


KBMT Jeaumont, Tex. 

KFYR-TV sismarck, N. D. 

WTTV Bloomington, Ind. 

WCIA Champaign, Il. Dennis Chicken Products 
WDAK-TV Columbus, Ga. 

WFTV Duluth-Superior 

KGEO-TV Enid, Okla. 


WwIcu Erie Duquesne Brewing Co. 
WFMY-TV Greensboro Bunker Hill Canned Foods 
WLVA-TV Lynchburg Gunther Brewing Co. 
WIRK-TV West Palm Beach 
WTVH-TV Wichita 
WILK-TV Wilkes-Barre 
Life of Riley A 
KOB-TV Albuquerque 
KFYR-TV Bismarek, N. D. 
KIDO-TV boise 
KOPR-TV Butte 
* Denver Curt Freiberger & Co. 
KVAL-TV Eugene, Ore. 
WDAY-TV Fargo 
KJEO Fresno The Borden Co. 
WDAF-TV Kansas City 
KSWO-TV Lawton, Okla. 
KGLO-TV Mason City, Ia. 
KSTP-TV Minneapolis-St. Paul 
WEEK-TV Peoria 
KOAM-TV Pittsburg, Kan. 
KCCC-TV Sacramento The Borden Co. 
KDYL-TV Salt Lake City 
KGO-TV San Francisco The Borden Co. 
KING-TV Seattle-Tacoma 
KHQ-TV Spokane 3rown & Haley Candy 
KOTV Tulsa 
KWWL-TV Waterloo, Ia. 


Life of Riley B 


KOB-TV Albuquerque 
KFYR-TV Bismarck, N. D. 

7 Denver Curt Freiberger & Co. 
KVAL-TV Eugene, Ore. 


(Continued on page 80) 
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EL PASO KROD-TV 52,422 
KTSM-TY 41,229 
KELP-TV—13_ _— Sept. ‘54 
Elyria, ©. WEOL-TV—31 Fall ‘54 
Enid, Okla. KGEO-TV—S July “54 
ERIE wicu 208,500 
Report by Markets, s WSEE c ___ 20,125 
mies SEt Coun manroat — Bw 
Ld EUREKA, CALIF. KIEM-TV 14,000 
EVANSVILLE “WFIE-TY—s—s—=~=«éSs 6,000 
FAIRMONT, WJPB-TV 34,000 
FARGO WDAY-TV 44,400 
Florence, S.C. WBTW—8  ——_—Sept. “54 
FT. DODGE, 1A. KQTV 42,100 
FT. LAUDERDALE WETL-TV RHO 
(The figures listed below are secured from City ‘Station |= vhf — uhf ——— 
the stations and their national repr tati Brockton, Mass. WHEF-TV—62 _—Falll ‘54 FT. MYERS, FLA. WINKTY __ 
They are presented as a service by TeLevision | ®UFFALO WEEN-TY 403,210 ee, Saat, eeaere aa 
ee Se ee ee WBUF-TV FT. WAYNE, IND. WKJG-TV_ 78,937 
ace. For further information regarding the eS WGR-TV—2 Aug. ‘54 | ET. WORTH WBAP-TV 
figures and their sources contact the stations | BUTTE ey 5,500 - (see Dallas) i aes aera 
thei ives. i - RESNO KBID-TV 92,052 
or their representatives. Where one figure is | Soitac, MICH. WWTV 42,772 _ KJEO 123,354 
given for a multiple-station market, it repre- CAMBRIDGE WTAO-TV KMJ-TV 85,841 
sents all in that market. Italics indicate sta-|~ MASS. * GALVESTON ——«iKGUL-TV = » 
tions not yet on the air, channel numbers and | (see Boston) — <a (see Houston) 
target dates.) Sam, vs 6 "54| Gastonia, N.C. _WNSC-TV—48 Summer ‘54 
— -TV 3,000 
___ City ~—_—sStation vat  _—_—subt | Carthage, N. Y. WCNY-TV—7 Sept. ‘54 en — = 
ABILENE, TEX. KRBC-TV 33,217 CEDAR RAPIDS waakey ssasee GRAND RAPIDS WOOD-TV 429,984 
ADA, OKLA. —sKTEN __175,000 = ‘ GREAT FALLS, KFBB-TV 6,500 
en ae we eee" ane MONT as —— 
AKRON WAKR-TV 148,710 | CHAMPAIGN, ILL. WCIA 307,000 BS 
ALBANY, GA. WALB-TV 41,564 __| CHARLESTON, S. C.WCSC-TV 314720 Gusmissone _Went¥-tV_ NS 
ALBANY- “wWrow-Tv 92,000 WUSN-TV—2 Sept. ‘54 | GREENVILLE, N. C. WNCT 60,879 
SCHENECTADY- WTR 85,050 | CHARLESTON WKNA-TV 40,100 | GREENVILLE, S. C.WFBC-TV 277,662 
eR +. | ane WCHS-TV—8 Aug. ‘54 WGVL-TV 70,200 
ALBUQUERQUE | KGGM-TV CHARLOTTE WAYS-TV HAMPTON, VA. WVEC-TV 
 . ia WBTV 403,930 (see_Norfolk) NS EE 
; : ma HANNIBAL, MO. KHQA-TV 
Alexandria, La. _KALB-TV—S Sept. ‘54 CHATTANOOGA a. (eos Gainey) " 
Allentown, Po. WEMZ-TV—67 __ Summer ‘54 | Sie on tale 42,500 =| WARLINGEN, TEX. KGBT-TV 34,727 
ALTOONA, PA. WFBG-TV 428,774 Wane” HARRISBURG, ILL. WSIL-TV 20,000 
AMARILLO KFDA-TV WGN-TV HARRISBURG, PA. WHP-TV 
KGNC-TV —s_- 50,336 WNBQ 2,020,000 WTP. 118,150 
AMES, 1A. WOI-TV 240,000 CHICO, CALIF. KHSL-TV 42,220 ______CWEMB-TV—27_ _—— Aug. “54 
ANDERSON, S.C. WAIM-TV._ 44,150 | CINCINNATI WCPO-TV HARRISONBURG, WSVA-TV 84,328 
ANN ARBOR WPAG-TV.—=*1:9,800 WiWeT” a0e.eee aan ~~ WEHT "$3,161 
asBuRY PARK, WRTV 10,000 WOQXN-TV—54 "Oct. '54| EVANSVILLE : = 
ASHEVILLE wise-tv ~ ———g5;500 | Clarksburg, W. Vo. WBLK-TV—12 Sept. 54 | HOLYOKE, MASS. WHYN-TV 
WLOS-TV—13 Aug. ‘54 | CLEVELAND WEWS _‘1,031,400 (see Springfield) = ————————— 
ASHTABULA, 0. ie “WIA-T¥Y =, 20,000 WNBK 883,980 HOUSTON KGUL-TV ~ 300,000 
Saw iii ee WXEL 823,46 KPRC-TV 344,000 
ATLANTA WAGA-TV 383,240 a Sept. ‘54 _KXYZ-TV—29 Mid ‘54 
a 
AUGUSTA, GA. WIJBF-TV 100,206 i — HUTCHINSON KTVH-TV 
. WRDW-TV 93/100 COLUMBIA, MO. KOMU-TV 43,559 (see Wichite) 
AUSTIN, MINN. KMMT 78,925 | COLUMBIA, S. C. wcos-TV IDAHO FALLS KID-TV 26,500 ia 
AUSTIN, TEX. KTBC-TV _71,000 wang” senses es ti ____—siNev. “54 
BAKE ae: eee ___||NDIANAPOLIS W 
GAKERSFIELD = KBAK-TV ing £5900 | COLUMBUS, GA. _WDAK-TV 53,849 og ne Oe _____. 
BALTIMORE WAAM — ——— aor i iiom, 0. Vv.  Waeetv—38 Mev. S6 
WBAL-TV COLUMBUS, 0. WBNS-TY 336,737 JACKSON, MISS. WJTV 50,224 
WMAR-TV 547,494 WLWw-c 307, 4 WLB 87,085 
WITH-TV——-72 Fall 54 WTVN ee WSLI-TV 87,000 
= — jummer ‘54 | Corpus Christi KVDO—22 July ‘54 | ——____ — - 
oa Jack Tenn. | WDXI-TV—9 Aug. ‘54 
BANGOR WABI-TV _—_ 66,000 Cumberland, Md. WTBO-TV—17 Summer ‘54 ae WaHP-Tv ager 53,374 
BATON ROUGE his sib . a 9 DALLAS-FORT KRLD-TV 388,771 MBR-TY 261,000 
. a ept. °S4 | WORTH WBAP-Ty 378,300 WOBs-TV—30 Sept. ‘54 
eaete Creek ween ne KUITV 29° aug. ‘54 | Jamestown, N.Y. WJTN-TV—S8 Sept. ‘54 
BAY CITY, MICH. WNEM-TV 205,160 wv | FeaNSON CITY, WIJHL-TV 73,347 
BEAUMONT, TEX. KBMT DANVILLE, ILl._WDAN-TV sane | eee SN. 
BELLEVILLE, ILL. WTVI | BA _VA. M-TV 21,500 |  UNSTOWN, PA. WARD-TV 30,000 
ee DAVENPORT WOC-TV 264,811 JOHNSTOWN, PA. WaeCTY 769,656 i 
BELLINGHAM, KVOS-TV 68,216 DAYTON WHIO-TV 637,330 | joblin, Mo. KSWM-TV—12 Aug. 15 
WASH. WLW-D  _—- 320,000 cca, Mo. __ waa a 464088 
BETHLEHEM, PA. WLEV-TV 74,803 | DECATUR, ALA. _WMSL-TV 7,826 eal —<—— 
BILLINGS, MONT. KOOK-TV 15,000 DECATUR, ILL. WTVP oases | RANSAS CIT KMBC-TV 
BINGHAMTON WNBF-TV 278,733 | DENVER KBTV ____WDAF-TV 399,555 ‘ 
BIRMINGHAM WABT ata KEARNEY, NEB. KHOL-TV 34,750 
WBRC-TV 250,000 > Ee 
— KOA-TV 220,778 KINGSTON, N. Y. WKNY-TV -7,500 
BISMARCK, N. D. KFYR-TV 6,850 DES MOINES a Sa ll re a 
—— KGTV 46,713 | Kirksville, Mo. KTVO—3 Aug. 16 
Bloomingdale, wiri—s "54 WHO-TV __227,000 = 
N. Y. ——______ | KNOXVILLE WATE-TV 78,626 
BLOOMINGTON, WBLN-TV — WJBK-TY 1,420,500 WTSK-TV 68,700 
= ; ~~ WRYZ-TV 114000 La Crosse, Wis. _WKBT—8 Aug. 21 
BLOOMINGTON, WTTV 539,788 DULUTH- —KDAL-TV. 45,000. | LAFAYETTE, IND. WFAM-TV 48,600 
IND. SUPERIOR woshe-tv 4n275 Lafayette, La. KLFY-TV—10 July ‘54 
BOISE KBOI-TV 41,000 KVOL- -TV—10_ July ‘54 
KIDO-TV 33,840 Durham, N. C. AT Sept. ‘54| LAKE CHARLES, KTAG-TV 17,200 
wast _KTvi—9 Oct. ‘S4| EASTON, PA. __WGLV 75A10 | _*A- ‘__KPLC-TV—7 — 
‘ON WBZ-TV ASTER, PA. WGAL-TV 297,652 
Seay OO os EE oats man Fa 4 
BRID 4 —— 118,009 | LANSING eae 46,060 
BRIDGEPORT WICC-TV 72,340 | ELMIRA, N.Y. WTVE 31,000 | WJIM-TY 260,000 
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City Station vhf uhf City Station vhf ubf City Station vhf uhf 
LAS VEGAS KLAS-TV 14,925 | PENSACOLA WEAR-TV 59,500 SOUTH BEND WSBT-TV 108,812 
LAWTON, OKLA. KSWO-TV 48,185 | WPFA-TV 19,260 | Spartanburg, S$. C. WSPA-TV—7 Aug. ‘54 
LEBANON, PA. WLBR-TV 149,329 | PEORIA WEEK-TV 146,546 | SPOKANE KHQ-TV 75,757 
LEWISTON, ME. Wane weary WTVH-TV 130,000 KXLY-TV 75,968 
LIMA, 0. WLOK-TV : 59,166 | PHILADELPHIA WCAU-TV SPRINGFIELD, ILL. WICS 78,000 
> _WIMA-TV—35 _ Spring ‘54 bt 4 1,767,042 SPRINGFIELD, WHYN-TV 
LINCOLN KOLN-TV 84,760 wrvo—s7 * Early ‘54|__MASS. __ WwWLpe 136,000 
LITTLE ROCK _—KARK-TV —65,091_—__| PHOENIX KOOL-TV — lvl 
. KTV 22,156 TV — 
LONGVIEW, TEX. KTVE — Aang 94,250 STEUBENVILLE, 0. WSTV-TV 1,083,900 
LOS ANGELES KABC-TV KTYL-T 0. 
KCOP PINE BLUFF, ARK. KATV 79,500 STOCKTON, CAL. Krvu _ ¥ 76,000 
pon PITTSBURG, KANS. KOAM-TV _57,565 supaniea. Wis = a 
KNXT PITTSBURGH, PA. worv 1,119,200 307,149 | (2 Duluth) 
KTry estate sa, | Pittsfield, Mess. WBEC-TV—44 Summer 's4 | Swostwater, Tex. KPAR-TV—12 kate “54 
= KBIC-TV—2 Mid ‘54 Pocatello, Ida. Kisj— ' sas Nov. 54 SYRACUSE WHEN 
LOUISVILLE WAVE-TV 386,791 0, KWIK-TV—1 ° a oe WSYR-TV 345,000 
— ae TACOMA 
WQXL-TV—41 Summer ‘54 ta Me. wMTw—s —- 54 (eee Seattle) 
LUBBOCK KCBD-TV . oe TEMI 
—_RDUB-TV 56,026 H.) TEMPLE, TEX.  KCEN-TV 78,115 
LYNCHBURG | _-WLVA-TV__‘113,440 Wemt and 43,300 TEXARKANA, KEMC-TV 81,124 
MACON Waa 77,480 34,662 | PORTLAND, ORE. KOIN-TV 182,283 ne TOLEDO WSPD-TV 286,632 
MADISON Wkow-Tv PRINCETON, IND. WRAY-TV 61,000 | TOPEKA winw-tv__ $3,008 
—— 50,000 | PROVIDENCE | WJAR-TV 1,120,925 — ee — © 
MANCHESTER, aA 200,000 WNET mo >: 
imine, We. Va in | [= | (see Albany- 
—_—~e ~ , | QUINCY, ILL. KH A-Ty | Schenectady) 
Marquette, Mich. WAGE-TV—<6 a Oct. 54 WGEM-1 114,000 TUCSON KOPO-TV 
MASON CITY, 1A. KGLO-TV _ 5 RALEIGH WeAGTV ere KVOA-TY 24,916 
Massillon, O. WMAC-TV—23 Summer ‘54 | READING WEEU-TV 55,500 | TULARE, CAL. KVVG-TV 150,000 
MEDFORD, ORE. KBES-TV aaa a WHUM-TV 175,000 | TULSA KCEB 80,000 
MEMPHIS WHBO-TV RENO | KZTV 13,623 2 KOTV 229,100 ‘ 
(Sars WMCT  —s 283,350 RICHMOND WTVR 450,144 Twin Falls, ido. KLIX-TV—1I1 Aug. *54 
MERIDIAN, MISS. “Wooe-rv —— | ROANOKE WSLS-TV 261,893 TYLER, TEX. KETX-TV 42,205 
er ROCHESTER, “KROC-TV_—*75,000 Perce: KLTV—7 Sept. 84 
MESA, ARIZ. WL | UTICA, N. Y. WKTV 143,000 
(see Fhoent —s 7 eS N. Y.WHAM-TV Valdosta, Ga. WGOV-TV—37 Sept. ‘54 
MIAMI wTvi 244,600 WHEC-TV a . 

; __ WMIE-TV—27 Sept. ‘54 | WVET-TV 220,000 | Valley City, N. D. KXJB-TV—4 July ‘54 
MIDLAND, TEX. KMID-TV 34,500 WCcBF—15 ____ Fall ‘54 | WACO, TEX. KANG-TV 38,500 
MILWAUKEE WCAN-TV | ROCKFORD, ILL. WREX-TV 200,000 WASHINGTON WMAL-TV 

WOKY-TV 295,000 | i WwTVvo WNBW 

aid WTMJ-TV 679,256 | ROCK ISLAND, ILL.WHBF-TV 264,811 kts ald 

MINNEAPOLIS-  KSTP-TV ROME, GA. ~WROM-TV 100, weve 616,000 
ST. PAUL WCCO-TV = OM- ,006 WATERBURY, WATR-TV 134,400 
WMIN-TV ROSWELL, N. M. KSWS-TV 21,643 __ CONN. 

Soe WTCN-TV _ 456,100 | SACRAMENTO KCCC-TV 106,500 | WATERLOO, IA. KWWL-TV 106,230 
MINOT, N. D. _KCJB-TV _22,000 KBIE-TV—46 Serine ‘54 | Waterloo, Ind. | WINT—I5 Sept. 
Missoula, Mont. KGVO-TV—13 July ‘54 | SAGINAW ay Ones | | Wausau, Wis. WOSA-TV—I6 July “ 
MOBILE WALA-TVY = 72,500 eee Summer | WESLACO, TEX. KRGV-TV 35,000 

penn WKAB-TV 70,000 | ST. JOSEPH KFEQ-TV 102,435 west TF ear aes = 
MONROE, LA KNOE-TV 140,500 ST. LouIS KSD-TV 643,738 WEAT.TV— "84 
N i KNOE-T' 14 at at ooo | | BEACH TV—12 Sept. ‘5 
MONTEREY KMBY-TV a $35.000 WJNO-TV—S Aug. 15 
(see Selines) . ST. PAUL “~~ | WHEELING, W. VA.WTRF-TV 281,811 
MONTGOMERY = WCOV-TY 31,200 | (520 Minneapolis) WICHITA KEDD 91,035 
By 2 WSFA-TV—12 Nov. ‘54 ST. PETERS Ww Tv 81,00 KTVH-TV 117,096 
Montpelier, Vt. WMVT—3 Sept. ‘54 sailmasy poe ee = KAKE-TV—10 Sept. ‘54 
MUNCIE, IND. WLBC-TV 71,800 MONTEREY KSBW-TV 125.000 WICHITA FALLS KFDX-TV 64,495 
A ‘ TEX. KWFT-TV 85,300 
NASHVILLE WSIX-TV | Salisbury, Md. WBOC-TV—16 July 54 | — 
WSM-TV 190,368 : | WILKES-BARRE WBRE-TV 160,000 
WLAC-TV—S July ‘54 SALT LAKE CITY KTVT sen WILK-TV 173,000 
NEENAH, WIS. | WNAM-TV 31,327 | KUTV 2 aug. +54 | Williamsport, Pa. WRAK-TV—36 Summer ‘54 
NEWARK WATV WILMINGTON, WDEL-TV 216,139 
(see New York) |SAN a em a ae a 
New Bedford, Mass.WTEV-TV—28 Summer ‘54|SAN ANTONIO = KGBSTN, = 193,233 WILMINGTON, WMFD-TV 25,934 
NEW BRITAIN WKNB-TV 176,068 | KCOR-TV—41 Nov. ‘54 _N. ©. WrntT—3 Aug. ‘54 
NEW CASTLE, PA. WKST-TV 130,385 | SAN DIEGO KFMB-TV WEETEN-SALE WAY, «SATs ann 
NEW HAVEN WNHC-TV 702,032 p KFSD-TV 214,771 WORCESTER wwok-TV 3 0,000 
NEW ORLEANS cae os an or St ES meo-rv _MASS. WAAB-TV—20 Aug. ‘54 
WJIMR-TV 65,691 i 950,130 YAKIMA, WASH. KIMA-TV 23,975 
WCKG—26 Late ‘54 KSAN-TV 41,000 | YORK, PA. WNOW-TV 87,400 
WCNO-TV—32 Summer ‘54 | ¢., jose. Cal. KViE—48 Oct. "54 WSBA-TV 76,100 
NeW YORK WABC-TV ft eS | YOUNGSTOWN, ©. WFMJ-TV 115,000 
WABD SAN LUIS OBISPO KVEC-TV 67,786 | “ WiBOG.TV 131.838 
WCBS-TV SANTA BARBARA KEY-T 443,872 | YUMA, ARIZ. KIVA-TV 18,581 
WOR-TV SAVANNAH ——— WTOC-TV 46,000 | ZANESVILLE, 0. WHIZ-TV 35,000 
w | SCHENECTADY- WRGB 301,650 
WATV 4,186,397 | ALBANY-TROY Territories & Possessions 
NORFOLK WTAR-TV 319,564 SCRANTON WARM-TV 
Weec:ty 100,300 WGBI-TV ANCHORAGE KFIA 9,000 
OKLAHOMA CITY KMPT 101,000 ae... 2 ee a po: 
KTVQ 113/208 | SEATTLE-TACOMA KING-TV | HONOLULU KGMB-TV 40,000 
owe’ KOMO-Ty KULA TV = 
WKY-TV 267,159 RTNT-TY 386 ULA- 
OMAHA KMTV 7 800 SAN JUAN WAPA-TV 
WOW-TV 246,000 SEDALIA, MO. _KDRO-TV —— | WKAQ-TV 25,000 
Orlando, Fla. "WOBO-TV—6 July ‘54 | SHREVEPORT KSLA 44,650 erkete: 235 
PANAMA CITY, WJDM-TV 10,000 SIOUX CITY, IA. KVTV 107,870 Z 
.. e ai KTIV—4 __ Aug. 16 | stations on air: 376 
PARKERSBURG, | WTAP 28,200 SIOUX FALLS, KELO-TV 75,187 
W. VA. Ss. D. Total estimated set count: 31,136,000 
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YOU MIGHT GET A 1600-LB. BULL MOOSE *— 
BUT ..... You NEED-WKzO.-1v 


GRAND RAPIDS-KALAMAZOO HOOPERS 
January, 1954 
Share-Of-Television-Audience 


MON..-FRI. MON.-FRI. SUN.-SAT. 
7 a.m.- 12 noon- 6 p.m.- 
12 noon 5 p.m. 12 midnight 


80% t 85% 62% 


B 31% t 15% 38% 





+ Adjusted to compensate for the fact that neither station was 


on the air all hours. 


Note: Sampling was distributed approximately 75% in 


Grand Rapids area, 25% in Kalamazoo area. 
I 





She Felyer Hlalions 


WKZO — KALAMAZOO 

WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WJEF — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN — LINCOLN, NEBRASKA 

KOLN-TV — LINCOLN, NEBRASKA 


Associated with 
WMBD — PEORIA, ILLINOIS 


TO BAG TV AUDIENCES 
IN WESTERN MICHIGAN! 


January °54 Hoopers, left, show how thoroughly 
WKZO.-TV dominates the Western Michigan tele- 


vision market, morning, afternoon and night! 


WKZO.TV is the Official Basic CBS Television Out- 
let for Kalamazoo-Grand Rapids. Its brilliant 
Channel 3 picture effectively serves one of the 
nation’s great television markets—27 densely- 
populated Western Michigan and Northern Indiana 
counties—a far larger television market than many 


major cities can boast! 


(80,000 WATTS, CHANNEL 3) 


WKZO-TV 


OFFICIAL BASIC CBS FOR WESTERN MICHIGAN 


Avery-Knodel, Inc., Exclusive National Representatives 


* F. D. Fetherston and D. G. MacDonald got one this size on Magnassippi River, Quebec, in 1889. 
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he mounting pressure that the ad- 


vent of color is exerting on the 
tv industry is becoming more and 
more obvious. With 1954 not even 
half over, the set makers announced 
price reductions of from 10 to 30 per 
cent on the 1955 models. 

To the financial analysts this means 
another case of profit-margin trim- 
ming which tends to move some cau- 
tious investors in the industry to the 
sidelines. Nevertheless, many of the 
tv securities marched upward during 
the past month. One of the best ex- 
amples of this “running against the 
tide” is Motorola whose share prices 
advanced despite the promise of lower 
net earnings for, at least, the first half 
and probably for the full year. The 
company is now expected to show 
about 65 cents per-share earnings for 
the second quarter ending June 30 
compared with 76 cents per share a 
year ago. This would bring the first- 
half net to $1.50 per share compared 
with $2.40 per share in the same 
period last year. Even if the company 
manages to retain the $2 per share 
earnings of 1953’s final half in 1954, 
it probably will not be able to match 
the $3.66 earned last year. 

Therefore, the possibility of in- 
creased dividends being ruled out, the 
Wall Street analysts could only look 
elsewhere for an explanation. One was 


Wall Street Report 





in the short-sale position of Motorola 
(TELEVISION AGE, May 1954) which in 
mid-May occupied the second largest 
bear position in the tv industry—Rca 
being the first. Perhaps the bears may 
have become concerned about the ap- 
parent new stability of the tv securi- 
ties and decided to cover their com- 
mitments. Another explanation is the 
fact that pension and investment trusts 
tend to snap up promising stocks dur- 
ing a period of general market weak- 


ness. 


A Fabulous Market 


The interests of these trusts, with 
their long-range view, could only have 
been heightened by the forecast of cE 
vice president W. V. O’Brien, who pre- 
dicted for security analysts that within 
ten years there would be 60 million tv 
sets in use with 44 million of them 
color models. He also predicted a 
triple increase in the use of home- 
freezers, twice as many ranges and 
electric water heaters, five times as 
many electric clothes dryers and 
eleven times as many air conditioners 
—all appliances which most tv manu- 
facturers are also turning out these 
days. 


To Wall Street 


O’Brien’s remarks have their humor- 


observers, Mr. 


ous side, coming at this time, since 
his company seems to be making more 


profits on lower sales volume so far 
this year. In the second quarter, vol- 
ume will show a slight decline from 
the $782.6 million of a year ago. In 
the first quarter, the company’s vol- 
ume dipped to $715 million from 
$777 million in the same 1953 period. 
Earnings for both periods, however, 
show an increase. In the first quarter 
they jumped by 40 cents per share on 
the old share basis. 

For the year the Street now antici- 
pates that GE will earn close to $6.50 
per share, on the old stock basis, com- 
pared with $5.75 last year. Since the 
stock has been split three-for-one, the 
earnings per share will be about $2.15 


for 1954. 


Bright Prospect 


Westinghouse, whose earnings fol- 
low the trend of GE, is expected to 
show a net profit for the year of $5.75 
to $6 compared with the $4.53 per 
share earned last year. Since Westing- 
house has not been paying out as high 
a proportion of dividends as Ge (35-70 
per cent), the chances of an increased 
dividend from Westinghouse during 
the year are pretty good. 

Columbia Broadcasting System, 
Inc., is another pace-setter whose earn- 
ings will show improvement at the 
half-year mark. The company’s first 
six months net should approximate $2 
per share compared with $1.71 per 
share a year ago. In the first quarter 
css showed a 22-cent per-share gain 
over the $1 per share earned a year 
ago. 

Thus, the rosy promise of more 
earnings and higher stock prices 
touched a few key stocks this past 
month but that does not mean there is 
a less glowing future for some of the 
other companies in the field. Two of 
the most interesting—with dynamic 
potentialities from a stock market 
standpoint—are the offshoots of the 
old Paramount Pictures, Inc., Para- 
mount Pictures Corp. and asc-United 
Paramount Theatres, Inc. 

Both of these companies have moved 
over from the motion picture field 
dragging their money bags and enter- 
tainment know-how along. 

In 1953 asc-upT had a total net in- 
come of $172.1 million and a_ net 
profit of $4.4 million, equal to $1 per 


(Continued on next page) 
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Wall Street ( Continued) 


share. It also had a capital gain from 
the sale of a tv station equal to $1.14 
per share. The theatres, over 630 of 
them, are the bulwark of the com- 
pany’s earning power. The flagship 
theatre is the Paramount on Times 
Square in New York City. 


Blissful Union 


The movie-theatre company manage- 
ment has long been determined that 
tv and its chain of houses could be 
married and lead a happy and pros- 
perous life together. It’s bent on prov- 
ing thst point although it has paid 
heavily to do so in the first year of 
operation. The American Broadcasting 
division did not show a profit last 
year but did break into the black in 
1954. It’s doubtful if it can maintain 
that position during the slow summer 
months, particularly following the 
heavy expenses incurred by the tele- 
vising of the recent Army-McCarthy 
hearings. 


But its recent move in contracting 


with Walt Disney Productions iilus- 
trates the type of talent the company 
is able to swing into the fight with cBs 
and nBc. Disney will produce a mini- 
mum of 26 one-hour television pro- 
grams annually and will grant the 
company exclusive rights to all present 
and future Disney properties. It is not 
anticipated, however, that new or old 
Disney feature films will appear on tv 
in the near future. The re-run value in 
movie houses is too great. 

The present capitalization of the 
company consists of $40.5 million in 
funded debt, 533,624 shares of 5 per 
cent preferred stock, 3.9 million shares 
of common stock. Current assets total 
$40.4 million including cash and 
bonds of $26.2 million. 

Paramount Pictures Corp. presents 
a more complicated entry into the tv 
business. It makes the films the theatre 
division used to show. Last year it had 
operating revenues of $111.9 million 
and profits of $6.7 million, equal to 
$3.06 per share. 

Paramount Pictures retains a domi- 
nant or promising position in the tv 











glON THE AIR} 


| () i) you can BUY 


CHATTANOOGA 
79th Market in the Nation 


Population 807,200 
Households 216,500 
Income $837,833,000 


Ret. Sales $573,994,000 
(SRDS Consumer Markets 
A & B contour area). 


90,000 Sets* 


* Based on A. C. Nielsen Survey 
plus sales to June |, 1954 


Interconnected ... ssc-cps- ABC - Du. 






105,200 Watts 
VHF 


WDEF-TYV 


CHATTANOOGA 


Contact THE BRANHAM COMPANY 
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field from several angles. It has a 26 
per cent stock interest in Allen B. Du- 
Mont Laboratories, Inc., owns com- 
pletely station KTLA in Los Angeles, 
has a 50 per cent interest in Chromatic 
Television Laboratories, Inc., and a 
majority interest in International Tele- 
meter Corp. 

The company at present is most en- 
thused about the Lawrence color tube. 
It’s being used by Crosley Radio but 
the Paramount officials contend it will 
be even more widely accepted when 
the final results are in on color tubes. 
Barney Balaban has stated fiatly that 
he expects color tv sets to be selling 
for about $500 before the end of 1955. 
He’s basing a good part of that pre- 
diction on the ability of Chromatic to 
produce the Lawrence tube at low cost 
with improved quality in color repro- 
duction. 


Trial Run 


The pay-as-you-see Telemeter system 
is being tried out experimentally in 
Palm Springs. The first test, this past 
winter, was a moderate success since 
only a limited number of sets were 
installed. However, if either or both of 
these interests is successful, Para- 
mount would emerge as a powerful 


factor in the tw field. 


1954 Last 
Stock High-Low Quote* 
ABC-UPT 17%4-14% 16 
ADMIRAL 2156-18% 20% 
AVCO 514-45 5 
CBS 59%-41% 58% 
DU MONT 11%- 9% 105s 
EMERSON 115%- 9% 11% 
GE 4814-37% 463% 
MAGNAVOX 19%-16% 18% 
MOTOROLA 41%4-30% 4054 
PHILCO 3456-28 3456 
RCA 30%-22% 29% 
RAYTHEON 1154- 8% 11% 
SYLVANIA 37%4-31% 37% 
WESTINGHOUSE 7544 -50% 72% 
ZENITH 7354-63% 69 
*As of July 1, 1954 
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Decide on the Network with Lowest Time Cost 
Vl 
} Du Nion I 
FOR EXAMPLE* 
TELEVISION TELEVISION TELEVISION DU MONT 
NETWORK NETWORK NETWORK TELEVISION 
A B Cc NETWORK 
New York $3,420 3,600 $2,550 $1,920 
Chicago 1,800 1,500 1,320 1,200 
Los Angeles 1,650 1,350 1,200 $60 
Philadelphia 1,440 1,440 1,320 1,320 
Detroit 1,200 1,110 1,020 1,110 
$9,510 $9,000 $7,410 $6,510 
Based on Class A 1-time '/2 hour rates for typical comparison (SRD May 10, 1954 
a 
@ LOWER PRODUCTION COSTS 
Your savings at Du Mont on production 
@ NO “MUST-BUY” PROGRAMS facilities result in more money 
a. asi jailable for time buys. 
Du Mont availabilities let you “buy” or available 7 
build and become the sole sponsor of . 
a program that meets your selling needs. YOU'RE WISE TO DECIDE ON THE 
@ TIME PERIOD PROTECTION 
The Du Mont Television Network has always 
protected its sponsors. When you decide 
on Du Mont you have a time franchise. TELEVISION NETWORK 
515 Madison Avenue, New York 22, N. Y. MUrray Hill 8-2600 
435 N. Michigan Avenue, Chicago 11, Ill. MO 4-6262 
A Division of The Allen B. Du Mont Laboratories, inc. 
o 
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Film Sales (Continued from page 70) 


KIEM-TV Eureka, Cal. 

WDAY-TV Fargo 

KFBB-TV Great Falls, Mort. Safeway Stores, Inc. 

KGMB-TV Honolulu 

KID-TV Idaho Falls 

KSWO-TV Lawton, Okla. 

KTTV Los Angeles 

KGLO-TV Mason City, Ia. 

WEEK-TV Peoria 

KPTV Portland, Ore. 

KVTV Sioux City, Ia. 

KHQ-TV Spokane Nalley, Inc. and Brown & 
Haley Candy 

KYTV Springfield, Mo. 

Life of Riley C 

KOB-TV Albuquerque 

KFYR-TV Bismarck, N. D. 

KIDO-TV Boise 

KOPR-TV Butte 

= Denver Curt Freiberger & Co. 

KJEO Fresno The Borden Co. 

KFBB-TV Great Falls, Mont. Safeway Stores, Inc. 

KID-TV Idaho Falls 

KSWO-TV Lawton, Okla. 

KTTV Los Angeles 

WCAN-TV Milwaukee 

KSTP-TV Minneapolis-St. Paul 

WEEK-TV Peoria 

KPTV Portland, Ore. 

KCCC-TV Sacramento 

KDYL-TV Salt Lake City 

KGO-TV San Francisco The Borden Co. 

KING-TV Seattle-Tacoma 

KYTV Springfield, Mo. 

KOTV Tulsa 

The Lilli Palmer Show 

WDSU-TV New Orleans 

Paragon Playhouse 

KRLD-TV Dallas-Ft. Worth American Radiator & Stand 
ard Corp. 

WDBO-TV Orlando, Fila. 

KELO-TV Sioux Falls, S. D. 

WILK-TV Wilkes-Barre 


Victory at Sea 


WCIA-TV Champaign, IIl. Household Finance Corp. 
KVAL-TV Eugene, 
KFXJ-TV Grand Junction, Cole. 
WKZO-TV Kalamazoo 
WKNY-TV Kingston, N. Y. 
KTTV Los Angeles 
WMAZ-TV Macon, Ga. 
KMID-TV Midland, Tex. 
WABC-TV New York 
WMTW Portland, Me. 
WILK-TV Wilkes-Barre 
The Visitor 
as Eureka, Cal. Thrifty Shopper 
KBTV Denver 
KELO-TV Sioux Falls, S. D. 
WILK-TV Wilkes-Barre 


Weekly News Review 


KBMT Beaumont, Tex. 
KFXJ-TV Grand Junction, Colo. 
WFBM-TV Indianapolis 
KBES-TV Medford, Ore. 
WJAR-TV Providence United Transit Co. 
WRGB Schenectady 
- Spokane Babcock Motors 
KTVH Wichita 
WWOR-TV Worcester, Mass. 


NATIONAL TELEFILM ASSOCIATES, INC. 
China Smith 

WBBM-TV Chicago 

WCPO-TV Cincinnati 


*—-sold directly to sponsor or agency 
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KBTV Denver 


KDAL-TV Duluth-Superior 
KFSA-TV Ft. Smith, Ark. 
KNUZ-TV Houston 

WTSK-TV Knoxville 

KTTV Los Angeles 
WCAN-TV Milwaukee 

WMIN-TV Minneapolis-St. Paul 
WKNB-TV New Britain 
WCAU-TV Philadelphia 
WTVI-TV St. Louis 


Feature Films 


KGGM-TV Albuquerque 
WAAM Baltimore 
WBEN-TV Buffalo 

KCRI-TV Cedar Rapids 
WBKB Chicago 

WGN-TV Chicago 

KBTV Denver 

WHO-TV Des Moines 
WXYZ-TV Detroit 

KDAL-TV Duluth-Superior 
KFSA-TV Ft. Smith, Ark. 
WAVE-TV Louisville 
WTCN-TV Minneapolis-St. Paul 
WKNB-TV New Britain 
KMTV Omaha 

WDTV Pittsburgh, Pa. 
WTVI St. Louis 

KVTV Sioux City, Ia. 
WHEN-TV Syracuse 
WTHI-TV Terre Haute, Ind. 
WKBN-TV Youngstown, O. 


Man’s Heritage 


WTVE Elmira, N. Y. 
KGMB-TV Honolulu 

KGUL-TV Houston 

WMTV Madison 

WJAR-TV Providence 

WTVI St. Louis 
KELO-TV Sioux Falls, S. D. 
KVVG-TV Tulare, Cal. 


Orient Express 


WBBM-TV Chicago 
WXYZ-TV Detroit 

KDAL-TV Duluth-Superior 
KFSA-TV Ft. Smith, Ark. 
KTTV Los Angeles 
KDUB-TV Lubbock 
KGLO-TV Mason City, Ia. 
WCAN-TV Milwaukee 
WTVI St. Louis 
KGO-TV San Francisco 
The Passerby 

WCPO-TV Cincinnati 
KBTV Denver 
KDAL-TV Duluth-Superior 
KGUL-TV Houston 
KDUB-TV Lubbock 

WIVJ Miami 

WDTV Pittsburgh, Pa. 
WJAR-TV Providence 

WTVI St. Louis 
KRON-TV San Francisco 
Play of the Week 
Wwwtiv Cadillac, Mich. 
WBBM-TV Chicago 
WWJ-TV Detroit 

KDAL-TV Duluth-Superior 
KFSA-TV Ft. Smith, Ark. 
WSIL-TV Harrisburg, Ill. 
KTTV Los Angeles 
WDSU-TV New Orleans 
WTVI St. Louis 

KPIX San Francisco 


OFFICIAL FILMS, INC. 
Colonel March of Scotland Yard 


WRTV Asbury Park, N. J. 
WGR-TV Buffalo 
KCRI-TV Cedar Rapids 


(Continued on page 82) 











Advertisement 


b 
A column sponsored by one of the leading film producers in television 
SARRA 
NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 
Designed to pack hard sell between rounds, Sarra’s new series of 50 second T\ 
spots for Pabst Blue Ribbon Bouts, provides the answer to the catchy query, 
& “What'll You Have?” Through clever cartoon presentation, inanimate objects 


assume delightful personalities, chanting the now famous theme, “Finest Beer 
Served Anywhere!” The series delivers an effortless sales TKO with the double- 


- 4 
ar | Se ae 


its O’s in “Smoother-Smoother Flavor” enlarging into coyly winking eyes that re 


EY : solve magically into an inviting glass of beer. Produced by Sarra, Inc. for Pabst 
a Sales Co. through Warwick & Legler, Inc. 
, SARRA, Inc. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





Right down to the sizzling sound of frying sausage, Sarra’s series of 60 and 20 
second TV spots are outstanding examples of package promotion and television 
artistry. Live action shots of the product in use and outstanding package display 
are cleverly framed within the product’s trade-mark seal. Effective, portrait-like 
food sequences are engagingly presented through the simple device of a little boy 
obviously enjoying the product. Skillful visual selling produced by Sarra, Inc. 
for Swift & Company through J. Walter Thompson Co. 

SARRA, Inc. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


From a shower of shooting stars, Helene Curtis “Lanolin Discovery” dramatically 
emerges in Sarra’s new series of 60 second TV Spots. Woman’s eternal quesi 
for beauty is subily presented by live action shots featuring the product that 
brings the “breath of life for lifeless-looking hair!” Animation lends ease to a 
brief test-tube demonstration of product content. An exciting series produced 
by Sarra, Inc. in collaboration with Earle Ludgin & Co. for Helen Curtis Indus- 
tries, Inc. 

SARRA, Inc 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


Sarra deftly combines the powerful appeal of ingenious animation with a hard- 
driving sales message, in a series of 60 and 20 second TV spots for “Vornado” 
Cooling Appliances. To the cadence of a tricky calypso background, the advan- 
tages of Vornado exclusive Vortex circulation are enumerated, as the viewer sees 
the Vornado Air Conditioner in attractive home surroundings, circulating “cooled 
air in every corner of the room.” Created and produced by Sarra, Inc. through 
Lago & Whitebead, Inc. for the O. A. Sutton Corp. 

SARRA, Ine. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 
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Film Sales (Continued from page 80) 


KGEO-TV Enid, Okla. 

WSEE Erie 

KCBD-TV Lubbock 

WMUR-TV Manchester, N. H. 
WMIN-TV Minneapolis-St. Paul 
WKNB-TV New Britain, Conn. 
WDSU-TV New Orleans 
WABC-TV New York 

WTVR Richmond 

KSLA Shreveport 
KCMC-TV Texarkana 

My Hero 

KCRI-TV Cedar Rapids 
KGEO-TV Enid, Okla. 
WMUR-TV Manchester, N. H. 
KPTV Portland, Ore. 
WSBT-TV South Bend 
KCMC-TV Texarkana 
KTVH-TV Wichita 

Secret File, U. S. A. 
KFDA-TV Amarillo 

KBTV Denver 

KGEO-TV Enid, Okla. 
KCBD-TV Lubbock 

Terry and the Pirates 
KGEO-TV Enid, Okla. 

WSEE Erie 

WARM-TV Scranton 

KCMC-TV Texarkana 


Town and Country Time 


KBTV Denver 
KGEO-TV Enid, Okla. 
WSVA-TV Harrisonburg, Va. 


KDUB-TV Lubbock 


SCREEN GEMS, INC. 


All-Star Theatre 

KBMT Beaumont, Tex. Séars, Roebuck & Co. 
WALA-TV Mobile 

KWTV Oklahoma City Safeway Stores, Inc. 


WDBO-TV Orlando, Fila. 

KSBW Salinas, Cal. 

WTHI-TV Terre Haute, Ind. 

KOTV Tulsa Safeway Stores, Inc. 
CBUT Vancouver, B. C. 


Big Playback (Bill Stern) 


WJHP-TV Jacksonville 
WTvy Miami 
WDBO-TV Orlando, Fila. 


Big Playback (Jimmy Powers) 


KOOK-TV Billings, Mont. 
KIDO-TV Boise 

KLAS-TV Las Vegas 
KBES-TV Medford, Ore. 
WJAR-TV Providence 
WILK-TV Wilkes-Barre 


Disc Jockey Films 
KVEC-TV San Luis Obispo 

Music to Remember 

Los Angeles 

UNITED PRESS ASSOCIATIONS 


United Press Movietone News 


KNBH 


WISH-TV Indianapolis 
WEAR-TV Pensacola 
WCSH-TV Portland, Me. 
KWK-TV St. Louis 





YOU COVER 














WINSTON-SALEM 
GREENSBORO HIGH POINT 


*, . . a 24-county market with retail 
sales of 


$1,028,000,000. 


(Sales Management 1954 Survey of Buying Power) 


**208,027 sets as of June 1, 1954— 
An increase of 34,500 sets in six 
months. 


WSJ 


WINSTON-SALEM, N. C. 


\ THE TAR HEEL GOLDEN TRIANGLE* 








i 


Interconnected 
Television Affiliate 
Represented By: 
HEADLEY-REED COMPANY 
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; 
is a lot of 
kings and queens 
, JUNIOR CARNIVAL size 
One offer of a free Harvey comic book on Junior Carnival, 
Sunday, May 2, 1954 from 5 to 6:00 PM, brought 5879 
postcard and letter requests. Here is the county breakdown: 
NEW YORK | NEW JERSEY 
TPT ELE 675 ||| BERGEN 245 
a 0 RSE 1392 Ht ESSEX 376 
. = aaa 464 ||| HUDSON 230 
NEW YORK 455 || MERCER 9 
ORANGE 5 MIDDLESEX 113 
QUEENS ret 868 MONMOUTH 83 
RICHMOND " 93 MORRIS 30 
SUFFOLK ____ : 175 PASSAIC 107 
WESTCHESTER : 146 I SOMERSET 9 
4273.—‘|||_ «2S SUSSEX 5 
CONN. UNION 253 
Le 146 1460 
TOTALS 
r NEW YORK ______ 4273 + NEW JERSEY 1460 + CONN. 146 = 5879 
... for availabilities—phone or write 
N.Y. BArclay 7-3260 N. J. Mitchell 2-6400 
T 3 TELEVISION CENTER 
Va Vv Cc h anne | NEWARK, NEW JERSEY 
REPRESENTED BY WEED TELEVISION CORP. 


——— #5 — 
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ARCH OF TRIUMPH (now available) 


SO star-studded feature 


films: ~. 
so new 


12 are still reserved for 


BODY AND SOUL (available 8/10/54) 
CASBAH (now available) 
CAUGHT (now available) 


COUNTESS OF MONTE CRISTO 
{now available) 


THE DARK MIRROR (now available) 





DOUBLE LIFE (now available) 
FABULOUS DORSEYS (available 11/13/54) 
FORCE OF EVIL (now available) 


Motion Picture Theaters! FOUR FACES WEST (available 8/10/54) 


LET'S LIVE A LITTLE (available 12/7, 54) 


LETTER FROM AN UNKNOWN WOMAN 
(now available) 


ight ign for the rights to the showing in your 
Righ Poly Pow See eee 'g wile haat LOST MOMENT (now available) 


ket of ne of the 30 recent, major studio feature 
ani a | LULU BELLE (available 9/7/54) 


films never before seen on TV which make up the 





MACBETH (now available) 


| Teleradio “First with the Finest’ film franchise. 
General Teleradio “First wi MAGIC TOWN (now available) 


MAGNIFICENT DOLL 


It won't delay your scheduling a single day (now available) 


MIRACLE OF THE BELLS 
(now available) 


but twelve of these films are so recent that they are 


being held by the film distributors for 
MR. PEABODY AND 


motion picture showing until the dates listed. THE MERMAID (now available) 


NO MINOR VICES (now available) 


You can't blame them when you consider that $45,000,000 NORTHWEST STAMPEDE 


was spent to produce the 30 films in the first place. (available 8/25/54) 


ONE TOUCH OF VENUS 


’ a emi (now available) 
Don't you be left waiting in line in your market. 


THE OTHER LOVE 
{available 10/13/54) 


Act now! Call... New York—LO 4-8000 * 1440 Broadway 
Chicago— WH 4-5060 * Tribune Tower 
Los Angeles—HO 2-2133 * 1313 No. Vine St. 


PRIVATE AFFAIRS OF BEL AMI 
(available 10/16/54) 


RAMROD [available 8/25/54) 
RUTHLESS (available 9/12/54) 
THE SCAR (available 12/6/54) 


SECRET BEYOND THE DOOR 
(now available) 


THE SENATOR WAS INDISCREET 
(now available} 


SO THIS IS NEW YORK 
(available 12/13/54} 
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In the picture 


In his first agency job, Harold H. Dobberteen, newly appointed v. p. 
and director of media at Bryan Houston, Inc., acted as field representa- 
tive for a Detroit firm, no longer in existence. This post called for him 
to contact and sell local dealers on national advertising programs, thus 
giving the budding media expert first-hand knowledge of distribution, 
marketing, sales and advertising conditions all around the country. Next 
came several years with the then Brooke, Smith & French, Inc., in Detroit. 
In 1935 he moved to New York and Benton & Bowles, Inc., staying with 
that agency for seventeen years. He was v. p. in charge of media when he 
left in 1953 to assume the same position at Foote, Cone & Belding. Mr. 
Dobberteen, born in Sturgis, Mich., was a journalism graduate of the 
University of Michigan. Hobbies: trout fishing ard duck hunting. 


George Wolf, whose hobby is big-game fishing (he has the pictures to 
prove he once caught a 400 lb. turtle), is taking on a new job: vice 
president and director of the New York tv and radio department for the 
big-game agency, $44 million Ruthrauff & Ryan, Inc. (Already on the 
R. & R. line are such blue-chip accounts as Sun Oil, Wrigley, Lipton’s 
Frostee, Motorola and Bosco.) Thirty-five-year-old George Wolf started 
his career in the late thirties in free-lance radio writing and production. 
The Army Signal Corps took him over in 1942 and had him writing and 
producing documentary and training films. As Mister Wolf he served a 
year with NBc’s public relations section. He then joined Foote, Cone & 
Belding and in 1953 he moved to Geyer Advertising, Inc., as v. p. in 
charge of tv and radio. 


The $20 million Geyer Advertising, Inc. has upped William W. Lewis, 
who came to the agency in 195] as tv-radio copy chief, to take over 
George Wolf’s job as director of the agency’s complete tv-radio operation. 
Geyer tv-radio accounts include: American Home Foods, American 
Motors Corp., Can Manufacturers Inst., Kiwi Polish, National Paper, Tet- 
ley Tea, U. S. Industrial and Weston Biscuit Co. “Bill” Lewis comes from 
a show-business family and was himself a Hollywood juvenile film actor. 
He came to New York in 1941 and after appearing in two off-Broadway 
plays earned his bread-and-butter with NBC, writing continuity and an- 
nouncing. In 1943 he worked on experimental tv shows and then went off 
to the Army Air Force as a pilot. He returned to advertising in his native 
Los Angeles for a few years before joining Morse International in 1948. 


J. Glen Taylor, vice president of General Teleradio, Inc., has been 
given the post of executive assistant to General Teleradio’s president, 
Thomas F. O’Neil. In placing this new administrative mantle on Mr. 
Taylor’s shoulders, president O’Neil is relieving himself of much of Tele- 
radio’s stepped-up operating details. There is increasing action in the 
firm’s film division with its $1.5 million worth of 30 film features and 
its $1 million of Philip H. Lord properties. Then, too, there is, planned 
or underway, expansion of studio space and programming in each of 
Teleradio’s four tv stations—wor-tv New York, KHJ-Tv Los Angeles, 
WNAC-TV Boston and the recent $2.5 acquisition, WHBQ-TV Memphis. Mr. 
Taylor came to General Teleradio in 1952. Before that he was for 12 
years an executive with General Tire and Rubber Co. 
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Wesley I. Nunn, advertising manager of Standard Oil Co. (Indiana) , 
was elected chairman of the board of the Advertising Federation of 
America. The Federation, which next year will celebrate its 50th anniver- 
sary, is made up of some 30,000 constituent members from 108 local ad- 
vertising clubs, 16 national advertising associations and over 1100 com- 
panies. The new chairman, born in Oklahoma, was an infantry lieutenant 
and later a pilot in World War I. In his early business years, Mr. Nunn 
was, in turn, with an advertising agency, sales manager of an oil com- 
pany and operator of an automobile agency. In 1930 he was made ad- 
vertising manager of Continental Oil Co. and six years later assumed his 
present post. From 1951 to 1952 he was chairman of the board of the 
Association of National Advertisers. 


Rodney “Rod” Erickson, manager of account planning for the tv- 
radio department of Young and Rubicam, Inc., has been made a v. p. of 
the agency. Following his graduation from the University of Iowa in 
1935, Rod spent the next five years as a writer, director and producer 
in radio stations in New York, St. Joseph, Washington and Harrisburg. 
Then from 1941 to 1943 he was a staff director at cps. After a short 
period with Foote, Cone & Belding, he spent three years with radio-active 
Procter & Gamble. In 1946 he became director of program operations 
at wor. The next year, Rod rejoined F. c. & B. as the Toni radio account 
executive. He came to Y&R in 1948 as producer of We, the People and 
shortly thereafter guided the show when it went on as the first regularly 
sponsored simulcast. 


The new general manager of wREX-Tv Rockford, Ill., Joseph Michael 
Baisch, made his debut in the entertainment business in 1936, while still 
in high school in Green Bay, Wis., as an usher, doorman and chief-of- 
service. The triple-threat movie man soon worked his way up the manage- 
ment ladder to become gen-ral manager of Gran Enterprises Co., Milwau- 
kee, a 36-theatre chain. He was then assistant general manager of Mil- 
waukee Area Telecasting Corp., which recently received a construction 
permit for Channel 12 in Milwaukee. He remains director and treasurer 
of that corporation. Mr. Baisch attended Marquette University from 
1939-41 and 1945-47, receiving a degree in business administration. He’s 
a 55-combat mission Air Force veteran and holder of several medals in- 
cluding the Distinguished Flying Cross. 


Arkady Leokum, new v. p. and copy chief at Grey Advertising 
Agency, Inc., started his career in 1937 with the copy department of the 
Joseph Katz Agency. Four years later he joined Foote, Cone & Belding. 
From 1943 to 1947 he was group head at Lennen & Mitchell and from 
there he went over to Robert W. Orr & Associates as v. p. and copy chief. 
Then in 1950 he joined Sherman & Marquette, Inc. When that agency 
dissolved to form Bryan & Houston, Inc., he was made a v. p. During 
all the years Arkady Leokum was composing prose for such accounts as 
Old Gold, Tydol, Jergens, and Ajax, he was, on his own time, writing 
plays, short stories and a novel, “Please Send Me, Absolutely Free.” Most 
recently, he collaborated on an hour-long adaptation of his own original 
story. “The Human Touch.” on aBc-Tv’s Center Stage. 


























CLASSIFIED 
ADVERTISEMENTS 


“Situations Wanted”—$10 per inch 
“Help Wanted”—$15 per inch 


Address Box Numbers to: 


Tevevistion Ace, 444 Madison Ave., N. Y. 22 


SERVICE DIRECTORY 





ART 








HELP WANTED 











TELEVISION SALES 
Aggressive young man who matches 
ability with broad experience in tv ad- 
ministration, production and sales, seeks 
position with a strong future. Background 
includes the gamut: from budget to labor 
problems from casting to advertisers’ con- 
tracts, from publicity to script supervision 
from directing to direct responsibility for 
directors. Education: B. A. in business ad- 
ministration. Right man for a job that 
requires good sense and smart handling. 


Box 322, Television Age 








STATION MANAGER 
Wanted for intermediate market. Here is 
an opportunity for a real hard-working, 
aggressive young man in the 28-32 age 
bracket who is strong on sales and has 
contacts in the national field. All replies 
confidential. 


Box 323, Television Age 














SITUATIONS WANTED 








PROGRAM MANAGER 
Young junior executive, currently employed 
in network programming department, 
wants station job in middle-sized, mid- 
western city where young children can hav? 
space and schools to grow in. Fully quali- 
fied for managing all aspects local origina- 
tions, film or what have you. Salary re- 
quirements high, but matched with top- 
notch qualifications, experience and 
references. 


Box 324, Television Age 


ART4yVIDEART 


TITLES — ANIMATION — 1ID’‘S 
TELOPS — FLIP CARDS 


COLOR or B&W — 16 or 35MM 





343 LEXINGTON AVE. [fa 
NEW YORK 16, N.Y. H@UIDNID 
LExington 2:7378-9 \@ | 


——— 4, 





CAMERA SUPPLIES 





Complete line of 15-35 Camera equipment. 
Editing and Lighting equipment, Dollies, 
Lenses, TY Camera accessories. Write for 
catalogue or call: 


SALES — SERVICE — RENTALS 


( AMeERA CQuipment O. 


1600 Broadway, New York City 
JUdson 6-1420 








background in pharmaceuticals, who has 
served in advertising-promotion depart- 
ments of drug and beverage manufacturers, 
now associated with A-1 agency (in radio 
department), wants position to broaden 
radio-television experience, preferably as 
assistant account man with 4-A agency. 
Non-temperamental, quick with ideas and 
sales plans, handling clients a specialty. 
Offers best business. character references. 
Age: 29. 
Box 325, Television Age 


ADVERTISING EXECUTIVE Pr nage: 
Young advertising executive with sales 








TOP NOTCH MANAGER 
Headed up a highly successful and widely- 
recognized network-affiliated station in a 
major market. Looking for connection with 
partial ownership possibility. 

Box 326, Television Age 








MEDIA SUPERVISOR 

First-rate media man with first-rate ex- 
perience seeks comparable position. Back- 
ground includes top-notch, 4-A agency ex- 
perience for past eight years, most recently 
as media supervisor for major, multi- 
mililion-dollar accounts. Coupled with 
earlier broadcasting experience, agency 
status has yielded top-level radio-television 
contacts with networks, stations and sta- 
tion reps. Also have excellent knowledge 
and executive ability in research, copy, 
merchandising, program production and 
general agency administration. Require 
salary commensurate with ability. 


Box 328, Television Age 











AVAILABLE 

WRITER — PRODUCER — DIRECTOR of 
public affairs and documentary film. Hol- 
lywood ‘‘Oscar’’ award-winner, and other 
major top-notch credits. Consistent pro- 
ducer of popular entertainment on topical 
subjects. Resume, presentation book and 
picture prints available. 


Box 329, Television Age 

















COMMERCIAL PRODUCERS 





FREE MOVING PUPPETS 
Write or phone for details. 


GLOBAL TELEFILMS INC. 
35 West 53rd Street 
New York, N. Y. 
CIrele 5-7991 





CONSULTANTS 





Wilkam p Scripps Mere. 


Telecommunication Consultants 
1005 Kales Building 
Detroit 26, Michigan 
WOodward 3-1750 





FILM DISTRIBUTOR 





TELEVISION FILM SERIES 
Wild Life In Action—52 % hr. animal 
Adventure Is My Job—13 % hr. outdoor 
Opera and Ballet —13 \% hr. music 
ere In The World—62 % hr. docu. 
The Magic Vault hr. drama 
—26 % hr. Bible 


Out of the Past 
Reading the Bible -—13% hr. Henry 
Wilcoxin 


LAKESIDE TV CO., 1465 B’Way N.Y.C. 











FILM EQUIPMENT & PROCESSING 


Film Editing Equipment 





roducing, processing, recording and 
editing abe ay films! No need to 
shop around—we have it—just ask us. 


TV Stations find everything here for 
$.0.S. Cinema Supply Corp. 


Dept. TA, 602 W. 52nd St., N.Y.C. — Cable: SOSOUND 





for your LIGHTING needs, call 


Century Lighting L 
521 West 43rd Street 


New York 36, N.Y. 
CHickering 4-7050 





MUSICAL COMMERCIALS 





phil davis 


tla enterprises 


“distinctive musical 
commercials” 


1650 BROADWAY ® N. Y. 19, N.Y. 
COlumbus 5-8148 
Brochure on request 











Television Age 


444 Madison Ave.; N. Y. 22 


SERVICE DIRECTORY 
ORDER FORM 


Please insert my advertising 
message in your “Service Di- 
rectory Section” as indicated 


below: 

















Classification 
(0 Film Distributor 
0) Commercials Producer 
C) Equipment 
0 Music 
0 Film Treatment 








Ub SSS a ee $25 
YE SO re a ee 20 
RID, 1st 15 











pocc ccc - 
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John’s Other Set: John M. Cassery 
of Peoria, Ill., was having an argu- 
ment with his wife over which tv pro- 
gram to watch. Finally, John threw 
his television set out the window. “I 
wanted to prove I had a few rights,” 
he told police. 

The proof cost about $350 in re- 
pairs to the receiver and window, plus 
charges of intoxication and disturbing 
the peace. 

Sounds to us like a 100 proof. 

* a oF 

The best example that’s come our 
way in recent days of what Youth 
Wants to Know is this letter a 9th 
grade school boy sent to the Federal 
Communications Commission: 

“Dear Sir: | am writing for a good 
reason. To bring my grades up in 
school. My teacher gave me a F last 
week for not getting a report on ‘gas’. 
This week he gave me an assignment 
on the Fcc, | looked in the encyclo- 
pedia and couldn’t find anything about 
it. So that’s the reason I am writing to 
you for help with it. 1 am supposed to 
bring in a 1,000 word theme and there 
are four more weeks of school and it 
seems they will never pass.” 

os * * 

A fellow in Santa Monica forgot to 
turn off his television set when he left 
his house to run down to the corner 
grocery store. (After viewing a com- 
mercial, no doubt.) When he returned 
to his living room he found his two 
cats clawing ferociously at the already 
much-damaged tv console. On_ the 
screen was a cartoon starring two 
mice. 

# e i 
From an item that novelist and play- 
wright John O'Hara wrote not so long 
ago in his Collier’s column, “Appoint- 
ment With O'Hara,” it appears that 
he’s looking for help in writing some 
lyrics. And it seems to us that TELE- 
VISION AGE readers might be the very 
ones to come to his aid. Mr. O’Hara 
tells us that, coincidentally, with the 
talk about reviving the Rodgers and 
Hart musical, On Your Toes, which 
contains the song hit, “Slaughter on 
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Tenth Avenue,” he’s working on a 
number of his own called “Panic on 
Madison Avenue.” But so far he’s only 
written two lines: 

Herschel, Herschel— 


We forgot the commercial! 


a e & 


Crime waves: In Amsterdam, Hol- 
land, the police are using tv cameras 
placed on roofs of buildings at busy 
intersections to trap traffic violators . 
In Las Vegas, Nevada, the plush Sands 
Hotel has installed a tv circuit by 
which all 10 gambling tables can be 
watched at once from an office on the 
a_ hotel 


The cameras, 


floor above. 





spokesman is quick to point ort, do 
not identify the players but show only 


their hands and the exchange ot money 


between dealers and players. 


Ah, for the good old days, when you 
could pass a red light or slip an ace 
from under the deck without having 
to wear pancake makeup! 


* * * 


Ruthrauff & Ryan recently had a 
group of psychologists and psychia- 
trists probe the public psyche to find 
cut what people remember of various 
commercials. Their report showed that 
when hypnotized the subjects recall 
much they may overlook in a consci- 
ous state. 


* os a 
Just for the record we report that 
for 10 minutes one night during a re- 
telecast of the McCarthy-Army hear- 


a 


ings, the Albuquerque area was a point 
of disorder. Listeners reported that 
while Senator McCarthy was in the 
midst of heated cross-examination the 
voice of an excited sports announcer 
was heard shouting such things as “it’s 
a blow to the stomach and a right to 
the jaw.” 

A hitch in the patching wires had 
caused the kine of the Washington 
hearings, telecast over Albuquerque’s 
KGGM-TV, to be super-imposed over the 
Joey Giardello-Bobby Jones Madison 
Square Garden battle, coming’ over 
KOAT-TV. 

Albuquerque viewers couldn't tell 
one Joe-Bob fight from another with- 
out a program. 


oa * a 


What’s in a name? Martin Kane is 
a timebuyer at Hewitt, Ogilvy, Benson 
& Mather, Inc. . . . Chris Cross is ex- 
ploitation director for Kenyon & Eck- 
hardt, Inc. . . . business manager at 
wncT Greenville, N. C. is Mrs. M. J. 
Laughinghouse. And now ‘comes NBC 
with a press release announcing that 
the network has just hired a fellow 
named James J. Corbett. 

Surely, cBs should counter with no 
one less than a Robert Fitzsimmons. 


* * ub 


The Schwerin Research people made 
some tests awhile ago which they 
claim demonstrates that television as 
well as radio dramas must open strong 
in order to avoid “tune-aways or tune- 
outs.” This, they discovered, is especi- 
ally true of mysteries. They tested a 
well-known detective series and found 
that the show caught and held its audi- 
ence best when the crime (usually a 
killing) was brought in during the 
opening scene. In one episode where 
the murder was committed in the first 
minute, that episode had an audience- 
liking score of 80. When, in other epi- 
sodes, the crime was held up until 
later, the liking scores ranged from 65 
to 59, averaging 62. 

Moral for mystery script writers: 
Don’t be a point killer! Make quick 
with the dead! 
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The Big Shows on the road 


' 1] f 1 S C , f Broadcasting Company, operators 
| S a ] y : 2 2 of KMBC-TV, by the Cook Paint and Varnish 
Company, operators of WHB-TV, has been approved by the 

Federal Communications Commission. The two stations have been 

sharing Channel 9 and the CBS-TV network in Kansas City. The new 

single-station operation has adopted the call letters KMBC-TV. The channel 


will continue to be the full-time CBS-TV basic affiliate in the Heart of America, 


THE BIG TOP IS 
GOING UP! 


The tallest tower in the Heart of 
America is under construction. From 
a height of 1,079 feet, KMBC-TV will 
transmit with full 316,000 watts 
power by late summer. Newest type 
RCA transmitter equipped for color, 
using BIGgest power and TOP-height 
tower, will make KMBC-TV the Big 
Top Station . . . dominating the na- 
tion’s 18th largest metropolitan area 
by its top coverage of the rich Kan- Full CBS-TV network programming—the big, top television shows 
sas City market. of America, carried exclusively on KMBC-TV, basic CBS-TV station. 








“a FQu- THE ““COLOSSAL-COVERAGE” 
FEATURING KANSAS CITY’S a F ‘ RADIO TEAM—KMBC-KFRM! 
: Now under “Big Top” direction is also the great radio team, KMBC- 


GREATEST TALENT! 
KFRM, covering the Kansas City and Kansas radio markets as no other 


The biggest personalities, the top local - } Kansas City station can. It’s CBS Radio, of course, on “The Team!” 
programs of the two stations are now ex- , 


clusively on the Heart of America’s Big oe « aa DON DAVIS 

Top Station, KMBC-TV! yy Y we Vice President 
JOHN T. SCHILLING GEORGE HIGGINS 
Vice Pres. & Gen. Mgr. Vice Pres. & Sales Manager 


DICK SMITH MORI GREINER, Jr. 


Director of Radio Director of Television 


KMBC Building 
llth and Central Sts., 
Kansas City, Mo. HENRY GOLDENBERG, Chief Engineer 





4 Represented Nationally by FREE & PETERS, INC. 
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